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Now, This New Treasure Book of 
Display Ideas— 


Cutawl Designs 
é 


A new book 
just off the 
press to give 
Cutawl Users 
a source of 
artistic, prac- 
tical and 
effective dis- 
play ideas. 


There has 
been an insistent demand for a book of this kind 
and every displayman should welcome it for the 
many ideas it contains for backgrounds and dis- 
play units, both for show window and interior 
display. 

120 pages of hundreds of designs and actual 
displays. It will quickly prove its value and no 
Cutawl user can afford to be without it. Order 
your copy NOW. 


Price 2) 50 Postpaid 
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200 Copies of 


The Art of Draping 


by Jerome A. Koerber 


























If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 
FOR YOU! 


You're reading this issue and no doubt have found 
it offers a complete review of modern, up-to-date 
window and store display methods and experi- 
ences. You can’t get the full benefit from The 
DISPLAY WORLD unless you get it regularly, 
and the cost is only $3.00 per year. Use this order 
blank TODAY. 


piasboa. pease ese 192 
THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $3.00 for a year’s subscription tc 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


Add 10c to checks f cha ; S0e addi- 
IMP ORTANT tional phe eaaiion oan poe orders. 
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A Comprehensive and Practical 
Treatise on Principles and Practice of 
Correct Draping for Mercantile 
Purposes 


THE ART OF DRAPING, by Jerome A. Koerber, 
was the first authentic text-book to be presented in the 
interest of draping for mercantile display. An illus- 
trated treatise on the most essential phase of modern 
display, comprehensively and exhaustively presented 
by a real authority. The author introduces, illustrates 
and graphically covers the evolution of every known 
drape since 2000 years before Christ. No topic allied 
with the general subject is omitted in this brilliant 
text presentation. 


The Contents Proves Its 


Usefulness 


PART I. 
The Fundamentals of Draping 
Fixtures: What They Are—Their Importance .. 16 
How Records Are Kept in Display Department .. 23 


Efficiency in Decorator’s Room ................. 27 
General Knowledge of Merchandising .......... 29 
PART II. 

The Structure: of Drapery... . ©.s.ns ses nvi een 33 
Examples of Historic Costume................... 39 
Ormamentation of Drapery..................6.05. 46 
PART III. 

Importance of Color and Color Harmony ........ 51 
A Chart of Colors and Combinations ........... 54 
Combining Colors by Use of Color Chart......... 57 


Some Pertinent Advice—Errors to Be Avoided... 58 
Draping Examples Illustrated and Described.... 61 
PART IV. 

Selected Draping Examples..................... 110 


NOW $1.00—While They Last 


Thousands of copies have been sold at the publication price 
of $3.00 per copy. We are now offering the balance of the 
original edition at the special low close-out price of $1.00 per 
copy postpaid. This is less than manufacturing cost and is 
a real opportunity for those who do not own a copy of this 
valuable display book. Some copies are slightly soiled. 


Order Your Copy NOW! 


ORDER BLANK 


DISPLAY WORLD, Cincinnati, Ohio. 

Enclosed find money order for $1.00 for a copy of 
THE ART OF DRAPING, by Jerome A. Koerber. 
Ship postpaid to the following address: 


Ry bigs itor Seie. winter SUF 1c ae ales Bae eae 
When payment is made by check 10c must be added 
for exchange. 
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If buyers return goods-- 


EK’ ERY time goods are returned, 
you probably lose more than 
the profit on the sale would have 
been. Seldom is there anything 
wrong with returned goods—they 
just look different when the buyers 
get them home—but you waste time 
and money taking them back and 


you make dissatisfied customers. 


Twilight Zones* definitely hinder 
the rapid selection of goods and 
keep customers from being entirely 
sure of what they are buying. It is 
thoroughly bad business to sell any- 
thing which customers buy reluc- 
tantly because they can’t see it well 
enough to know it will satisfy thern. 


It is better by far to give them 


TWILIGHT ZONE 


The deceptive half-light be- 
tween obvious darkness and 
adequate illumination. 





enough light so they can see exactly 


what they are getting. 


Make the phone book test 


Go get your telephone book. Then 
take it to various spots where your 
men, or your customers, have to 
stand. Now open the phone book 
at random. Does every word stand 
out sharp, clear; can you read any 
name, address and phone number 
rapidly and with perfect ease? You 
should be able to do so readily—for 
the telephone book is scientifically 
designed for perfect legibility under 
proper light. So, if you can’t read 
it easily—if you have to slow up, 
squint or draw the book closer to 
your face—your men are not getting 


enough light to wait on customers 





fast—and your customers are not 
getting enough light to see how 
good your merchandise really is. 
Eyestrain, headaches, fatigue, lost 
time and lost customers, all the haz- 
ards of the Twilight Zone* are at 


work hamstringing your profits. 


Rid yourself of Twilight Zones.* 
Make light make you money, not 
cost you money. Place lighting in 


your store on a scientific basis. 


Send for free bulletins © 


Write the Commercial Engineering De- 
Department, Bureau 34, Westinghouse 
Lamp Company, 150 Broadway, New 
York City, and we shall be 
glad to send you free bulle- 
tins explaining correct types 





of illumination. 


Westinghouse Mazda Lamps 











September, 1932 


DISPLAY WORLD 


OPPORTUNITY! 


Merchants, in the majority of retail establishments, 
through bitter experience acquired during the depression 
period, have learned of the destructive results of the “‘trad- 
ing down’”’ era. They have learned what a “bad bargain” 
low priced merchandise can be. 


The depression has truly given merchants an ‘‘oppor- 
tunity” to observe the folly of profitless volume sales; the 
“opportunity” to compare the results of the various forms 
of merchandise publicity—advertising and window display; 
the “opportunity” to study merchandising. The turn has 
come; and merchants are even now returning to the methods 
of merchandising used when goods were sold at a profit and 
sales were made on merchandise of merit. 


This return to profitable merchandising is surely the dis- 
play profession’s big “‘opportunity!’’ ‘The opportunity to 
plan displays with merchandising and advertising exe- 
cutives; the “opportunity’’ to window merchandise goods 
so truthfully and attractively that passers-by will become 
buyers. ‘The “opportunity” to produce in displays the de- 
sire to possess merchandise of merit that will sell at a profit. 


Where is the displayman that can ask for greater “‘op- 
portunity?” 


Concerning the 36th annual convention of the I. A. D. 
M., it will be entirely different from anything heretofore 
presented. It will be purely educational. The participants 
will consist of outstanding men in the mercantile field: An 
outstanding merchant; a store architect; a colorist; a nation- 
ally known merchandise man; a successful buyer; a per- 
sonnel director. We will have people who are known 
throughout America; people who have done successful jobs; 
people who will tell the display profession just what their 
organizations expect of the displayman. 


CHARLES A. VOSBURG 
President 


I. A. D. M. 
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Psychology of Relation of 
Merchandise to Background 
In “Continental” Art 


—The “Continental” background for the “shirt” 
display is built of pressed wood, combined with 
the usual frame work. Notice the new type dis- 
play fixtures; they are very easily built and can 
be used for cravats and other men’s articles. 
. .. For color effects, the biege family combined 
with orange and black would prove tremendously 
effective— 


—In contrast to the men’s display, the design for 
ladies’ shoes is altogether different in lines, archi- 
tecture and balance. It is far from being severe 
and carries all the beautiful curves and soft lines 
which are more adaptable to the feminine trend. 
... For fall use, I suggest the following color 
scheme: Light brown and ivory with either 
magenta or orange for contrast— 


Unrn “Continental” art was introduced into the merchan- 
dise display, not enough attention was paid the importance 
of the relation of the merchandise to the window background. 
Merchandise displays in the past have ignored the back- 
ground entirely as worthy of any consideration in the presen- 
tation of goods. Merchandise was shown in front of an 
elaborate concoction of the displayman’s imagination, which 
resulted in a background which detracted from rather than 
intensified the goods being shown. No attempt was made to 


By RAOUL AUTHIER 
STUDIO SIEGEL (OF PARIS) 
CREATOR DESIGNER 

NEW YORK CITY 


combine the background and the goods; no attempt was made 
to unitize them, to form them into an harmonious whole. 

“Continental” window art, on the other hand, if it has done 
nothing more, has accomplished complete harmony between 
merchandise and background. “Continental” window art has 
accomplished coordination between these two extremely im- 
portant phases of retailing—surely, every retailer as well as 
displayman recognizes the full importance of both background 
and merchandise, and of how futile the sale of goods would 
become if one or the other were eliminated entirely from the 
presentation. Of course, with “Continental” display art, the 
function of merchandise and background is to achieve co- 
ordination, to effect balance of presentation which emphasizes 
the merchandise to the point where sales result. 

The weight and balance of the merchandise presentation is 
of tremendous importance. The effect such arrangements 
oftentimes create secure the necessary appeal of design so 
important in correct presentation of goods. The merchandise 
must dominate; confusion of effects must never be permitted. 
Inasmuch as the display selling force of “Continental” dis- 
plays can be secured in many different ways—merchandise 
arrangement; balancing of background and merchandise; 
color; display technique—architectural fundamentals must be 
considered as very essential. They must be remembered in 
the general layout of the display. 

Two displays in which the “Continental” technique is ade- 
quately expressed are illustrated on the opposite page. You 
will notice that the architectural and display arrangement of 
the merchandise and background coordinate to the greatest 
advantage in the presentation of the goods. Study the sketch 
presenting the display of men’s wear: Notice how the display 
of shirts blends in with the architecture of the window; how 
balance, line, form and color accentuate the display. Study 
the value of merchandise and display lines: The severe lines 
present the general layout of the shirt display in a very man- 
nish way, carrying with them the strength of selling. 

The shoe display, on the other hand, suggests the sim- 
plicity of balance, color, line and form as applied to the fea- 
tured merchandise. Study the balance: It illustrates the vast 
possibilities of balance secured by bulking merchandise on 
one side of a common center with balance secured by the 
introduction of a decorative display on the other. When the 
“Continental” technique is understood, the displayman need 
never fear repetition of effects. 























—Display designed for 
the Leap Year Bride’s 
itinerary and the clothes 
for the going-away trip. 
Colorful imported travel 
posters in blue, orange 
and white decorate the 
panels. Two white por- 
celain mannequins, posed 
in “fond farewell” fash- 
ion. Color scheme: Blue, 
white and orange against 
a buff background— 


—A smart display pro- 
duced for His American 
Majesty, The Leap Year 
Groom. Here were 
shown four complete en- 
sembles: The Evening 
Wedding, The Wedding 
Before Six, The Going- 
Away Outfit, and the 
Business Suit. The win- 
dow background was in 
white; setting in grey 
hammered copper and 
lustrous black— 





“Continental” Windows--- [he 
Dramatic Presentation 
of Merchandise 


We ARE a big store in a little city; a city of some 35,000 
souls. Yet we cater to 100,000,000 persons. Our transient 
population is gleaned from the far corners of the earth. Our 
clientele is interesting; the near-wealthy, the wealthy and the 
once-wealthy. 

I repeat, we are a big store—three stories, triangular in 
shape, a window frontage of 650 feet, large well-proportioned 
windows each averaging 18x10x5. How are these windows to 
be treated? The answer is a challenge to present economical 
conditions. The appeal should be direct and personal; mer- 
chandise should be the outstanding element; decorations, a 
functional part of each display. Each presentation should 
be a LIVING ADVERTISEMENT. 

I am a firm believer in the catch-phrase, play-on-words or 


By EDWARD S. ARKOW 
DIRECTOR OF DISPLAY 
STEINBACH COMPANY 
ASBURY PARK, N. J. 


clever headline. It stops the passerby, makes him further 
interested, sometimes amuses him, but best of all, it makes 
him think. I have used it quite extensively with excellent 
results in window placards, posters and in large bold letters 
across the background. 

Now what has all this got to do with “Continental” win- 
dows? Simply this: The great stores of Europe have laid a 
foundation of FUNCTIONAL DESIGN in window displays 
for American decorators to improve upon. Just how far we 
shall go is problematical, but functional design has endless 
possibilities for window merchandising. 

What is FUNCTIONAL DESIGN ?—“It is the governing 
factor of modern design in buildings, furniture, automobiles, 
motor-boats, airplanes, and interiors. It is best exemplified 
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in machinery where every part performs its duty and com- 
bines to make the machine a perfect figure of motion.” 

How is FUNCTIONAL DESIGN applied to window dis- 
play?—“By using the simple elements of geometrical shapes, 
lines, form and color, and relating or associating them with 
the particular type of merchandise to be shown.” These 
shapes are used not only for embellishment or beautification 
but are an integral part of the composition. They serve a 
practical purpose as well as a decorative one. Our modern 
American sky-scrapers are excel- 
lent examples of its use. 

How does one begin ?—“Con- 
sider your window a gigantic bill- 
board poster. The _ illustration, 
we'll say, is merchandise. The 
text is a necessary part of the 
decorative scheme. Simple rhyth- 
mic lines direct the eye toward 
the object. Color is either a 
blending of shades and tones or a 
dramatic contrast, and is used 
not only for beauty but for scien- 
tific optical values and balance. 
Imagine that the passerby is on 
a speeding train and must grasp 
your message quickly and surely.” 
{ cannot tell you how to design or 
dress your windows, but if you 
will govern yourself by these ele- 
ments you will soon get the “feel” 
of “Continental” display. It is the 


—The lingerie display re- 
peats the high fashion of 
white in undergarments. 
Five carved, bas-relief fig- 
ures arranged on a 12-inch 
platform in line formation. 
Huge white letters across 
the top of background. 
Color scheme: White 
against light orange back- 
ground. Floor, black lino- 
leum. Effect, severe and 
simple, direct and _ per- 
sonal— 


—Based upon the fact that 
beauty in any language is 
synonymous with the “Stein- 
bach” Cosmetique shop and 
Beauty Salon. Color 
scheme: Blue panels 
against an all-over silver 
background. Floor of black 
linoleum. Circular plaques 
of alternate red and silver. 
Merchandise arrangement 
on plaques is geometrical. 
The letters and figures on 
background panels are all 
cut-out— 





—Dynamic symmetry is the 
governing factor in the hos- 
iery display. Hosiery ar- 
ranged on four nest tables. 
Large cut-out letters in 
sweeping motion follow the 
upward line of the goods. 
Platform and floor, black; 
background, peach; letters, 
black and gold— 
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coming trend in successful window presentation. It has been 
born of necessity, and will prove to the enterprising display- 
man who masters its principles to be the greatest boon to the 
display profession in twenty-five years. 

The windows shown here are true exponents of “Continen- 
tal” design, improved upon in the modern American manner. 
They’ve attracted nation-wide attention. They’ve sold mer- 
chandise more and quicker than ever before. They’re a fitting 
tribute to the world’s greatest resort department store. 
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Its A Wilson! 


CHARLES W. 
BACHMAN 


HOWARD H. 
JONES 


GLEN S. “POP” 
WARNER 


R. E. “DICK” 
HANLEY 


—The modern lith- 
ographed window 
poster illustrated 
on the right was 
developed for use 
with the four 
“Coach” cards. 
The design sug- 
gests the “field 
tested” strength of 
“Wilson”  equip- 
ment— 





By JAMES CADY EWELL 
ADVERTISING DIRECTOR 
WILSON-WESTERN SPORTING GOODS CO. 
CHICAGO, ILL. 


ScHoor has opened! The football teams are in training! 
The schedule of games has been posted and every eleven is 
going out to fight for the glory of their Alma Mater. The 
coachs’ supervision of the “boys” while in training has been 
very severe; the team morale is high, and courage, confidence 
and team-work, coupled with those “new plays,” will carry 
the ball through many tight spots and across the line for 
touchdown after touchdown. Can’t you just see the boys 
“smash” that line and carry the ball forward for a new “first 
down?” Additional yardage will be gained by successful 
forward passes and end runs, while field kicks will send the 
old “oval” right through the goal posts for additional scores. 
We know your team will work hard. They’ll fight like 
tigers for that play that will give the school another victory; 
and will you be right there helping them along with your en- 
thusiasm? They’ll give you the best that’s in them, so you'll 
give them your best support and the best equipment obtainable. 
You'll want your team to look like a “real team,” a team from 
a successful school, a team that you’re proud of. New suits 
and new equipment will be necessary, but nothing will be too 
good. You'll give them equipment that will help them stand 
the shock of plunging bodies when they “hold that line.” 
You'll give them “ovals” that will stand the strain of constant 
abuse, “ovals” that will still be oval when the game ends. 
You'll give them “Wilson” equipment, not because you have 
tremendous faith in its durability; because it is endorsed by 
some of the “grand old men” of football; men who have come 
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—In developing the “Wilson- 
Western” football window 
display campaign, dealers were 
supplied actual photos of the 
two displays reproduced here. 
Complete instructions for in- 
stallation were also included. 
While window space did not 
always allow faithful repro- 
duction of these displays, deal- 
ers, following the ideas sug- 
gested, found their football 
trims very productive— 


—Where is the displayman 
that couldn’t reproduce this 
splendid football equipment 
display? The mere fact that 
it is different should make its 
reproduction all the more in- 
teresting. The effectiveness of 
the display can be attributed in 
a very large measure to the 
contrast between merchandise 
and window display back- 
ground— 


up from the ranks; men who know the game; men who know 
the importance of equipment; men who go to extremes in the 
protection of their players from injury so far as equipment 
and training is concerned; men who have come to depend 
upon the faithfulness of “Wilson” merchandise. We want the 
team to win just as much as the school does. Each game won 
means another victory for “Wilson’—wouldn’t it be interest- 
ing to know the actual number of points scored with “Wilson” 
equipment? 

In developing our national display program for the foot- 
ball season, we kept the dependability of “Wilson” equipment 
forever in our minds. We tried to introduce that depend- 
ability into the display material, and we believe we were more 
than successful. Our method of sales stimulation was devel- 
oped along dependability lines. The large window panel sug- 
gests the modernness of “Wilson” equipment, and informs the 
observer of its strength by “Wilson football equipment is de- 
signed and field tested by world-famous coaches.” Then to 
prove our statement, we introduced photographs of R. E. 
“Dick” Hanley, coach of Northwestern University; Glenn S. 
“Pop” Warner, coach of Leland Stanford University; Howard 
H. Jones, coach of Southern California, and Charles W. 
Bachman, coach of University of Florida, all members of the 
“Wilson” advisory board, into the display. We have been 
told that the confidence manifested by buyers of football 
equipment was more than pronounced when these four cards 
were used in the window displays and in the store interior— 
but whose confidence wouldn’t be inspired with merchandise 
recommended by Hanley, Warner, Jones and Bachman? 

We weren’t satisfied with the ordinary sport displays so 
prominent throughout the country. We considered the old 
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idea of placing a panel in the center of a window and then 
standing footballs, shoes, socks, uniforms, sweaters and pro- 
tective equipment all over the floor very prosaic. We be- 
lieved we had produced too smart and modern a national 
display to ruin its chances of correct merchandise presenta- 
tion at the point of sale by such an old-fashioned arrange- 
ment of merchandise. So, we had a national display studio 
in Chicago design the two football displays reproduced with 
this article, and it was these two displays that were recom- 
mended to our dealers as appropriate for installation. 

We can almost say a “Continental” presentation was se- 
cured by the introduction of uniform equipment on the 
background panel, the row of footballs forming a part of the 
background design, and the neat placement of incidental mer- 
chandise throughout the window. A black background ef- 
fectively secures the necessary contrast for the display and 
makes it possible for the observer to “concentrate” upon the 
display as a whole or upon any one feature without having 
his interest disturbed by conflicting decorations. 

The displays have order. There is a reason for everything. 
The national display helps accentuate the importance of “Wil- 
son” equipment. The background of the display can be con- 
structed so easily that no dealer can truthfully say, “I 
couldn’t reproduce the display suggestion because I didn’t 
understand its arrangement.” Not every dealer could effect a 
faithful reproduction of the display, but those who did at- 
tempt such an arrangement found merchandise sales in- 
creased. Many customers who didn’t buy found cause to 
remember the display, and tremendous goodwill resulted. We 
like these new display ideas, and we believe American sport 
lovers liked them, too. 
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Fall Displays for 1932 America! 


Weve started, now just try stopping us! We’re going to 
exploit “Continental” displays until the next new form of 
merchandise presentation is introduced, and if you don’t take 
advantage of this new form of merchandise dramatization, 
some day, when “Continental” displays are very common- 
place and you at last recognize their importance, we can say, 
“We told you so!” We don’t want to say that; we want you 
to show us how “Continental” displays should look, how 
“Continental” displays should be merchandised—and many 
displaymen will do just that once the technique is understood. 


FALL BACKGROUND 

Smart design for the presentation of fall merchandise. 
Background can be constructed of real woods or of wall 
boards. Several construction effects can be obtained: (1) 
stepped platforms and protruding wall effects in light walnut 
or maple; background and floor in rich dark walnut with arch 
heavily carved, carving fading away as it extends to corners 
of window; decorative metal strips in gold or brass; back- 
drop in blue or golden yellow. (2) Stepped platform and pro- 
truding wall effects in dull gold; floor in rich brown; back- 
ground in heavy brown at the front of the window fading 
into yellow at the center of the arch; decorative metal strips 
in bright gold or copper; backdrop in yellow. 


DOMINATING FALL FASHIONS 


Why shouldn’t your “fall fashions” dominate the introduc- 
tion of the new fall styles in your town? You will say, “They 
should!” We say, “They can!” Background consists of cut- 
out figure of enlarged coat style. Stepped displayers feature 
figures with a different style displayed on each step. Back- 
ground need not feature coats; what’s the matter with a figure 
featuring dresses, or clothing, shirts, hosiery, fabrics, hats? 
The same set-up would be used, just different cut-outs and 
merchandise arrangements. Background copy need not read, 
“Domination—Fall Fashions.” Adapt it to the display. It 
might read, “Fall Shirts—$1.98,” “The Color Is—Wine,” etc. 


ENSEMBLE BACKGROUND 

Just an interesting design for an ensemble panel back- 
ground. Work it up in brown, tan, yellow and gold. You'll 
be surprised how effectively it will present fall fashions. 
Don’t forget to build the design in relief—white, on the 
sketch, represents the flat surface of the panel, black the 
relief. 


ALL-WOOL BLANKETS 

What are you going to do with your blanket displays? 
Are you going to show them over the same old-fashioned 
tee stands? Can’t you be different? Why not build a screen 
displayer as suggested in this drawing? Fasten blankets to 
the surface of the screen and display them over the bar con- 
necting the two sections of screen. The cut-out letters and 
price will be black as will the screen, or some other effective 
color—brown, gold, orange. How large is the display? Make 
it as large as you want it. As sketched, it might consist of 
two or three sections or units with each unit displaying a 
certain price, color, style or feature. 


TOUCHDOWN 

Just another ensemble panel for your fall displays. Build 
it and use it in your school displays, your clothing displays, 
your sport displays. Surface of panel in yellow, cut-out let- 
ters in orange or red, figures in silhouette or painted to re- 


semble a real crowd. Ensemble panels can run 4x6 feet in 
size or as large as 6x8 feet. 


FIXTURE SET-UP 

Top: Suggested presentation for three fashions for a fall 
display. Accessories would not be shown, other than the 
accessories worn by the figures. 

Top center: Suggesting a millinery or shoe display for 
the decorative setting. Bulked displayers, of the same design 
and coloring of the setting will feature and display the mer- 
chandise> Notice the fact that a heavier group of merchan- 
dise appears on the right; this is balanced by a lighter group 
of merchandise on the left and a figure standing to the left 
of the center of the arch. 

Bottom center: Presentation for ready-to-wear display. 
Trim can present six garments, one on each displayer; two 
additional figures, even more, can be added at each front 
corner for a sale or bulked effect. Accessories are to be 
featured with each garment. 

Bottom: Suggestion for a presentation of clothing. Back- 
ground will feature clothing cut-outs. Two suit forms will 
appear on each displayer—twelve suits being featured. Twelve 
hats will be featured on the center displayer—the hats in 
groups of two, ensembled and placed nearest their respective 
garments. Pants will be shown on a group of stepped tee 
displayers at the front right and left of the display—tee dis- 
player stepped to follow the line of the display. Shoes and 
hosiery will be displayed at the front center of the window. 
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There Was A Window and 
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T uey say it isn’t very difficult to write about something 
exceptionally distinctive and smart, yet when I start writing 
about my cards, being naturally modest, I fail miserably in 
the selection of words to express the technique individualizing 
them. Perhaps my cards are different; perhaps they seem out 
of the ordinary to most display and card men, yet to their 
creator they seem rather ordinary. I don’t know why my 
show card productions should be different. I am sure that 
certain stores in every town have men capable of producing 


A Card 


By WILLIAM D. BOGGESS 
DISPLAY DIRECTOR 

LA MODE 

DALLAS, TEXAS 


cards just as distinctive and different as mine, perhaps even 
more individual; and if the producers of cards combining a 
different method of expression were to step forward and ex- 
hibit their wares once in a while, everyone would profit—per- 
sonally, I would like to aim my arrow at a new mark; my 
technique has become rather dull, it needs new life. 

Most of my cards are made on natural, white or cream 
artists’ illustration board, three thicknesses or 36 ply. I 
prefer the size to be about 15x20 inches. The edges are 
always bevelled. I use a great many different techniques in 
presenting my design and lettering. The lettering on some 
cards consists entirely of pen work; on some a combination 
of pen and brush. The design is usually a wash outlined in 
ink, yet the “Sports Hats” card is produced entirely of wash 
with the exception of the suggestion of hair and eyes. The 
design on the “Fabric Glove” and “Brides” card is combina- 
tions of wash and pen. 

I find it much easier to secure neat lettering if architec- 
tural instruments or tee square, triangle and compass are 
used; and I believe you will admit that the lettering on every 
card is particularly neat and easy to read. That is so impor- 
tant, of course, any other type lettering would be very out of 
place on these cards—imagine, for just a moment, a crude 
brush letter. 

The colors of the design on most of the cards run to 
pastels; the only time heavy colors are introduced is when 
balance is required. This is particularly to be noticed in 
the “White Fabric Glove” card. Study how effectively the 
heavy, black border on the right balances the bulked figures 
and copy on the left. The colors introduced, on this card are: 
Faces and arms of figures in grey; dress suggestion of top 
figure in light grey blues with a touch of green in the flower 
leaves; lips in red; eyes and certain features outlined in 
black. 

The colors on the “Sports Hats” card suggest a wider 
range of color; the faces are outlined in warm tan; shadows 
in grey; lips in red; eyes, black; hat of top figure in greys; 
hat of top left figure in three shades of blue; hat of bottom 
right figure in two shades of grey and black, a faint red wash 
introduced over the entire body of the hat; hat of lower left 
figure in two shades of green with bow in two shades of 
yellow. 

Simplicity marks the presentation of the “Brides” card. 
The figures are in black, white and greys; faces in flesh 
tones; lily in pink and green; cupid in flesh; bird in yellow; 
camera in greys and black. 

The card on the cover of DISPLAY WORLD suggests 
how versatile the technique can be. Compare it with these 
cards, and study the sameness of technique yet the difference 
in appearance. Heavy colors are employed, yet they do not 
dominate the presentation of the message. 
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Many display boards, now extensively used 
in the making of displays, have reached 
their popularity through the use of the Cutawl. 
Any design—complicated or simple—can be 
cut with the Cutawl from these materials, 
accurately, speedily and economically. Only 
the Cutawl can solve today’s problem of 
keeping costs at rock bottom and still pro- 
ducing Displays that Sell. Find out what the 
Cutawl can do for you. Mail the Coupon. 


Send for “’Cutawl Helps” 


We want you to have a copy of the Fall 
issue of ‘‘Cutawl Helps.” It shows sketches 





and has descriptions of the latest in Cut- =—S 
out Displays for both store and theatre. 
See how the Cutawl will help you solve 
your display problems. Free for the 
asking. Use the Coupon. 


INTERNATIONAL 
REGISTER CQ. 
13 South Throop Street CHICAGO, ILL. 


re 





MAIL THE COUPON TODAY 


: Town State 
» [ ] Send me a Free Copy of your Bulletin, ‘“Cutaw!l Helps.” 


















@The Cutawl not only cuts the display 
boards illustrated above but every material 
used in display work, such as: 

Aluminum Linoleum 

Billowpak Rubber 

Cardboard Sheet Metals, 

Chromaloid all kinds 

Cloth Paper, all kinds 

Cork Tinfoil 

Felt Wood, 

Leather all kinds 


FREE TEN DAY TRIAL | 


INTERNATIONAL REGISTER COMPANY 

13 South Throop St., Chicago, Ill. 9-32 
Send further facts about the Cutawl; also details of your Free 

Trial Offer and Easy Payment Plan. 


Name 





Address 
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Being Successful Should Be 


Everyone's Ambition 


Wixvow work has changed tremendously during the past 
few years. Styles of decoration, so beautiful and appropriate 
a few years ago, have become almost passee over night. 
Methods of merchandise presentation so definitely accepted 
by displaymen a few years back no longer reflect the style 
smartness they did when first conceived. Yet, for all these 
recognized changes, too many displaymen continue following 
the same display technique their windows have reflected for 
the past ten vears. Such conditions cannot exist if the dis- 
playman hopes to continue merchandising displays success- 
fully; and surely, being successful is every displayman’s 
ambition. 

Merchandise presentations that were attractive last fall 
will not express the newness of 1932 fall styles. Backgrounds 
that seemed so appropriate in 1931 cannot attractively show 
1932 fashions; that is, if your windows are to reflect the pro- 
gressiveness of the modern “Continental” display trend—and 
don’t we all want to be among the first to master this new 
technique ?—this technique capable of countless display varia- 
tions. 

We cannot grasp the new over night. We must make a 
study of it; we must comprehend and understand its methods 
and technicalities before we can hope to successfully present 
its methods in our front. A complete understanding will be 
dificult for some. Conditions today demand that most dis- 
play departments work short-handed with a few hands doing 
the work once done by many. The new technique requires a 
complete change of display ideas; a taking off of the old, a 
putting on of the new. Naturally, more time will be required 
to master the new ideas. 

The progress of display evolution has necessarily been 
slow. I have recognized the inevitable change, and while the 
display reproduced on this page does not necessarily reflect 
true Continentalism, it has been necessary for me to sort of 
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By L. A. MCMULLEN 


DISPLAY DIRECTOR 
EASTERN OUTFITTING CO. 
PORTLAND, OREGON 


educate the observer in the new order of things. It would 
indeed be foolish for any displayman to make a radical 
change in window technique before his public are prepared 
for the change; and once the change is made, the displayman 
must be a keen enough student of the new to keep his displays 
ever expressive of the style he develops. He cannot afford 
to merchandise his displays in a “Continental” manner one 
day and then completely change the style by reverting back 
to the old the next. That would be like asking the customers 
to feel just as smart when dressed in an inexpensive sale 
dress, as when gowned in a Paris frock; or to feel as indi- 
vidual when wearing the original of a hat style when all- 
around effective copies are presented. People like individual- 
ism, whether in stores, displays, merchandise or homes. If 
you can keep your displays individual, they will always be 
productive. 

Some readers will question the newness of the display 
pictured here as contrasted with real “Continental” displays. 
I made no attempt to merchandise a “Continental” trim when 
presenting this display. My process of display education has 
necessarily been slow. I have not rushed into the new tech- 
nique. I am familiarizing our customers with the new tech- 
nique by a process of elimination and introduction. I am, 
first, gradually simplifying my backgrounds to meet the se- 
vere plainness of “Continental” presentations—when I actu- 
ally present the new our customers will not be conscious of 
a radical change in display technique, because even before 
this background is discarded cut-out letters, figures and styles 
will be introduced on it. 


—Simplicity is the key- 
note of this opening dis- 
play. The entire back- 
ground is carried out in 
black and silver. The 
gowns of chiffon and 
taffeta are in peach 
shades. A feature of in- 
terest, because it was re- 
peated in each display, 
are the small, wooden 
squirrel cut-outs— 
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For Display Equipment 
and Decorations , 



























Invites 
Your Patronage 








International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 








; Adler-Jones Co. 
649 So. Wells Street 


Window Decorations and 
Fabrics 





The Koester School 
367 West Adams Street 


Correspondence 
Instruction 
Botanical Decorating Co. 
319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


National Card, Mat & 
Board Co. 


4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


i Chicago Cardboard Co. 


z 666-670 Washington Blvd. 
: Art Poster and Mat Board 
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UTILIZE OUR 
OF YOUR WINDOW 


.... TO INCREASE 
PROFITABLE SALES 


TODAY . . . innumerable adver- 
tisers are constantly using this timely method of window display 
installation . . . a systematic procedure that insures effective .. . 
dependable . . . distribution . . . a service that has proved most pro- 
ductive ... at the point of sale .. . at the same time eliminating 
waste .. . speculation and gambling inherent in promiscuous distri- 
bution of window display material. There is no need for waste or 
speculation . . . youcan checkmate the dangers of gambling .. . you 
can be assured of that desired co-ordination and tie-up by availing 
yourself of our localized ...national installation service... regard- 
less of the markets you wish to promote... irrespective of the 
number of displays you desire . . . whether it be 10 or 10,000... 
one concern will be glad to work with you regarding its partic- 
ular territory .. . while the entire group will welcome the oppor- 
tunity of serving you nationally or sectionally. 


1 OFFICE OR 135 SEPARATE OFFICES CAN BE CONTACTED 
1 QUOTATION OR 135 QUOTATIONS CAN BE SECURED BY YOU 
1 ORDER OR 135 SEPARATE ORDERS CAN BE ISSUED BY YOU 


Our entire objective for co-operating in such a manner ... and 
informing you . . . has been prompted only by our desire to serve 
you ... to offer you ... a more systematic installation of your 


window displays . . . in exchange for reasonable compensation ° 


which ultimately assures you at low cost... maximum sales possi- 
bilities per window display. 











“INSTALLED DISPLAYS=FOR 
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SYSTEMATIC INSTALLATION 
DISPLAYS 
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The following associates have been investigated . . 


time and proven responsible in... 
securing the best available locations. 


an experienced staff of competent... 


executive ability .. 


trained .. 


. Closely observed over a period of 
. capability of selecting and 
Each associate hasbeen particular in maintaining 
. displaymen who are familiar with 


the manner in which they should conduct themselves while contacting your retail outlets. 


ALABAMA 


Pennington Scott Display Service, 
1996H Fifth Ave., N., Birmingham 


Tri-State Display Service, 

54 S. Franklin St., Mobile, Ala. 
ARIZONA 
Waghorn-Whitson Display Service, 

15 E. Hoover St., Phoenix, Ariz. 
ARKANSAS 

Perdue Display Service, 

2700 Marshall St., Little Rock 
CALIFORNIA 

Parmley Window 

1220 W. Pico St., 
COLORADO 

R. A. Bennett Display Service, 

1346 Larimer St., Denver, Colo. 
CONNECTICUT 

The Herberger-Coughlin Display Co. 

273 State St., New Haven, Conn. 
DISTRICT OF COLUMBIA 

The Gold-Brager Company, Inc., 

631 Pennsylvania Ave., N. W., 

Washington, D. C. 
FLORIDA 

Cross Display Service, 

821 Lorea St., Coral Gables, Fla. 

Kendrick Display Service, 

3710 Santiago St., Tampa, Fla. 
GEORGIA 

Virgil W. Shepard, 

21 Courtland, S. E., Atlanta, Ga. 

Broda Distributing Co., 

1216 Fifth Ave., Columbus, Ga. 

A. J. Coffee & Son, 

479 Orange St., Macon, Ga. 
IDAHO 

Lawrence J. Hannifin, 

lith & Main Sts., Boise, Idaho 
ILLINOIS 

Fisher Display Service, Inc., 

560 West Lake St., Chicago, III. 

Peoria Show Card Company, 

329% S. Adams St., Peoria, Ill. 

Colpitts Advertising Service, 

1243 Vermont St., Quincey, III. 

C. H. Grissinger Display Service, 

1940 E. State St., Rockford, Ill. 
INDIANA 

Forkner Advertising Service, 

1401 W. 2nd St., Anderson, Ind. 

Neumann’s Window Display Service, 

313 Jefferson Ave., Evansville, Ind. 

Fisher Display Service, Inc., 

538 E. 41st St., Gary, Ind. 

Jos. I. Cotterill Advtg. Service, 

3325 Reed St., Ft. Wayne, Ind. 

National Displays, Inc., 

Transportation Bldg., Indianapolis 

Fisher Display Service, Inc. 

810 25th St., South Bend, Ind. 

McAlpine Window Display Service, 

1923 N. Seventh St., Terre Haute 
IOWA 

Des Moines Window Disp. Service, 

Register & Tribune Bldg., Des 

Moines, Iowa 


Display Service, 
Los Angeles 


A large number of national advertisers are using our services constantly . . 
sands of windows are being installed daily. 
i routes and territories will be forwarded upon request from 
interested advertisers by either one associate or the organization in its entirety 


~«- WHY NOT 


COSTE ‘SAnES 


inquiry. . 


IOWA (continued) 

Kenneth C. Finke, 

621 Nebraska St., Sioux City, Iowa 
J. C. Henson, 

329 Mulberry St., Waterloo, Iowa 
KENTUCKY 

Blue Grass Display Service, 

993 S. Limestone St., Lexington 

Myers Display Service, 

415 W. Main St., Louisville, Ky. 
LOUISIANA 

Nall & Nall, 

1004 Perdido St., New Orleans, La. 

Clark Long Display Service, 

218 Travis St., Shreveport, La. 
MARYLAND 

Benj. Chas. Margolis, 

24 S. Charles St., Baltimore, Md. 
MASSACHUSETTS 


United Display Corporation, 
57 Bristol St., Boston, Mass. 
MICHIGAN 


Wayne Services, 
438 Woodbridge St., East, Detroit 
MINNESOTA 

A. M. Wagner Display Service, 
510 First Ave., North, Minneapolis 
MISSISSIPPI 

Capital Display & Adv. Service, 
Box 211, Jackson, Miss. 
MISSOURI 

N. J. Groves, 

218 No. Wall St., Joplin, Mo. 
Bowman Designing Company, 

3032 Main St., Kansas City, Mo. 
Cunningham Display Service, 

815 W. Walnut St., Springfield, Mo. 
Western Display Service, 

2728 Olive St., St. Louis, Mo. 
NEBRASKA 

Davison Display Service, Inc., 
423 S. 11th St., Lincoln, Nebr. 
Davison Display Service, 
338 Le Flang Bldg., Omaha, 
NEW JERSEY 

New Jersey Display Service, 
278 No. Day St., Orange, N. J. 
NEW YORK 

Universal Window Display Bureau, 
201 Front St., Binghamton, N. Y. 
Windo-Craft Display Service, Inc., 
376 Pearl St., Buffalo, N. Y. 
Dis-Play-Well, Inc., 

23 East 22nd St., N. Y. City, N. Y. 
NORTH CAROLINA 

So’n Wind. Disp. Serv. & Sales, Inc. 
First Nat’l Bank Bldg., Charlotte 
NORTH DAKOTA 

Merchants Display & Window Serv., 
1105 7th St., N., Fargo, N. D 
OHIO 

Cincinnati Display Service, 

519 Main St., Cincinnati, Ohio 
Wayne Services, 
1018 St. Clair Ave., 


Nebr. 


Cleveland, O. 


ers 
INVESTIGATE ...IF 








OHIO 


BUT 


RESULTS” 


(Continued) 

F. Altman & Son, 

415 South Third St., Columbus, O. 
Dayton Display Service, 

4 Industries Bldg., Dayton, O. 


OKLAHOMA 


Oklahoma Wind-O-Display Service, 


1643 W. Main St., Oklahoma City 
OREGON 

Portland Window Decorating Co., 
93 N. 15th St., Portland, Ore. 
PENNSYLVANIA 

Rileigh Window Display Service, 


829 Anthracite Ave., Kingston, Pa. 
S. J. Hanick Company, 

319 N. ilth St., Philadelphia, Pa. 
Pittsburgh Window-Craft Service, 
333 E. Carson St., Pittsburgh, Pa. 


SOUTH CAROLINA 


Criterion Display Service, 

P. O. Box 1232, Columbia, S. C. 

H. W. Waters, 

109 Cateechee Ave., Greenville, S. C. 
TENNESSEE 

Hal Cady, 

310 E. 11th St., Chattanooga, Tenn. 

Knoxville Display Service, 

238 Daylight Blk., Knoxville, Tenn. 

Memphis Window Display Service, 

183 Vance Ave., Memphis, Tenn. 


Brinton Window Display Service, 
42314 Church St., Nashville, Tenn. 
TEXAS 


Livingston Display Service, 

P. O. Box 365, Austin, Tex. 

Sun Display Service, 

3709 Alameda Ave., El Paso. Tex. 
L. E. Clark Display Service, 

1804 Harrington St., Houston, Tex. 
Patrick Display Service, 

212 Losoya St., San Antonio, Tex. 
UTAH 

The Window Display Service, 

403 E. 4th So. St., Salt Lake City 
VERMONT 

Oscar Gaudreau, 

45 Rose St., Burlington, Vt. 
VIRGINIA 

George Melcher, 

1618 McDaniel St., Portsmouth, Va. 
Robert Waitt, 
523 E. Main St., 
WASHINGTON 


Richmond, Va. 


Northwest Display Service, Ine., 
115 Blanchard St., Seattle, Wash. 
Hicks Display Service, 

120 N. Wall St., Spokane, Wash. 


WEST VIRGINIA 
Monte Little Company, 
First Huntington National Arcade, 
Huntington, W. Va. 

WISCONSIN 
Manke Window Display Service, 
922 Avon St., La Crosse, Wis. 
Stefan, Inc., 
2130 Rusk St., Madison, Wis. 
Stefan, Inc., 
1920 W. Vliet St., Milwaukee, Wis. 


. thou- 


We enthusiastically invite your 


FOR FUTURE REFERENCE. 

















AND ASSOCIATE 


WINDOW ADVERTISING, 


INC., 


‘i RITAULLE RS Ge 
300 FOURTH AVENUE, NEW YORK CITY 
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How to Write Cards 


That Sell! 


Mosr of you remember Henna Foam Shampoo. When it 
first came out the manufacturer told the public that the henna 
in this shampoo would not turn the hair red—and his busi- 
ness was very small. Later, he changed the advertising 
appeal. He told the public that henna would bring out the 
golden glints of the hair. From that time on, Henna Foam 
became a fast seller. Here’s but another example of how 
the proper copy increased sales: Listerine was not a big 
success until the management adopted the halitosis appeal, 
and the phrase, “Your best friend won’t tell you.” It is 
reported that the sales of Listerine jumped from $115,000 a 
year to an increase of $1,600,000 within eighteen months. 

The Ghiradelli Chocolate Company, after having spent a 
lot of money promoting their brand name, found that most 
of the people were not asking for their brand of chocolate 
because they didn’t know how to pronounce “Ghiradelli’—so 
this company took their brand name and divided it into 
separate parts, and put the picture of a parrot on all their 
billboards—and the picture of the parrot taught the public 
how to say “Ghiradelli.” 

National advertisers have realized the importance of a 
sales appeal on all their advertising copy for a long time. 
Almost all merchants have realized the importance of selling 
appeal in their newspaper advertising and in their window 
cards also. But most stores have paid little attention to the 
wording on their cards at the point of sale. All we can see 
in most stores are signs like this—Shirts $1.95—Hosiery $1.65 
—Soap 10c—Jewelry 49c-—Neckwear 95c—most people know 
it is neckwear. Cards should talk; there should be a sales 
appeal. A sales appeal can do wonders in building up a 
business. 

I remember an incident of some few years back when 
I was trimming windows for a millinery store. We were put- 
ting hats that looked like jockey caps in the windows. A 
movie theatre across the street was playing a horse race 
picture called “Caby.” Just for fun, I said to the owner of 
this store, “Why don’t you call this hat the Caby hat?” He 
agreed to it. Caby hats went like wild-fire. Women asked 
for them in other stores. Later, stores were forced to go 
out and learn what Caby hats were, and they had to make 
them up in their own workrooms. I was told that sometime 
later, stores in New York had copied it. And the whole 
thing really started with a selling appeal on a show card 
in a millinery window on Second Avenue in Seattle. 

Some years ago, on my first trip to New York, I became 
acquainted with a family of well-to-do New Yorkers. We 
were talking about stores. They had no use for Macy’s at 
that time; in fact, they didn’t do any trading there. Last 
year in New York, I visited with these friends of mine and 


By WM. SCHARNINGHAUSEN 
DISPLAY DIRECTOR 

THE BON MARCHE 

SEATTLE, WASHINGTON 


we talked about stores. I found that these people who some 
years before had no use for Macy’s were trading there regu- 
larly. They told me that they went to Macy’s because Macy’s 
had sold them on the idea that “It’s smart to be thrifty.” 
I believe that today stores can get more out of their sales 
effort if they will make each counter show card do a selling 
job. 

Let me tell you a story that happened out in our neigh- 
borhood the other day. A man came home at night and his 
wife had on a pair of brown and white bracelets. He said, 
“Been down to the store again, haven’t you? What do you 
want to buy them things for?” She said, “I saw a sign at 
the Bon Marche that read ‘The smart wrist wears a ring 
around it.’ I think that’s clever, don’t you?” Well, I don’t 
know whether this lady convinced her husband if it was 
clever or not, but I think it was clever merchandising. What 
do you think about it? 

Now, how can we write cards that sell? The other day 
in our store I was talking to one of the buyers about making 
counter show cards do a selling job. He was telling me how 
hard it was to write interesting copy for the cards. For 
example, he said, “Here are some children’s pajamas—just 
what can a fellow put on the sign about them? You know,” 
he said, “children like them because they look like mother’s.” 
I said, “That’s what you want to put on your card—They 
look like mother’s-—then put your price on also.” 

I give you this illustration to show you how easy it is to 
find copy ideas for a card. It’s so easy to write a good card 
that I want to first make a few illustrations. I want to see 
if we can learn—How To Write a Good Card. First, let’s 
look at some of the most outstanding magazine advertise- 
ments. I want you to notice the headlines in the ads. I 
maintain that you can find a good selling idea for a window 
display if you look at your merchandise and ask and answer 
five questions. These five questions also help in the dis- 
covery of interesting copy. for your cards. Here they are: 

First, what are its uses and possibilities ? 

Second, what accessories can be used with this merchan- 
dise? 

Third, on what occasions can it be used? 

Fourth, at what time of the day, or what season can it 
be used? 

Fifth, what is the history and romance of this merchan- 
dise? 

Now let’s look at the advertisements reproduced here and 
see whether the display heading answers one of these ques- 
tions. There’s an advertisement for colonial furniture. Notice 
the heading “Exactly as our forefathers fashioned them.” 
That answers question number five—history and romance. 
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Notice the headline story on the advertisement for bath- 
room fixtures, “The friends of the bride have very keen 
eyes!” That answers the occasion, does it not? Check the 
automatic gas heating plant ad. The headline story reads, 
“In all four seasons you reap its advantages—autumn, win- 
ter, spring, summer.” That answers the season and uses. 
Read the advertisement for cut glass. The heading, “Crystal 
Gazing ?”—romance. This only goes to show that if you take 
the time to answer five questions about the merchandise to 
be displayed, you can almost always find a sales appeal. 

“ Let me show you how this works. Let’s ask these five 
4 questions about a man’s handkerchief. First, what are its 
uses and possibilities? Well, we won't tell ’em to blow their 
noses, so we leave that question blank. Second, a smart 
handkerchief to complete your ensemble. Answers, what ac- 
: cessories? Third, for what occasion ?—-a handkerchief for the 
i evening party; that hasn’t much sales appeal so we leave that 
‘ blank. Fourth, in the winter time you need more handker- 
chiefs. Answers, the seasons. Fifth, handkerchiefs that have 
just arrived from Ireland. Answers, history and romance. 
You see, we ask these five questions and we get three good 
selling points. You almost always find a good sales appeal 

in at least one of these five answers. 
Now, let’s ask these questions about a bridge lamp: First, 
to read in comfort; to brighten a dark corner. Answers, uses 
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—Answering the question of “ro- 
mance”—“Exactly as our fore- 
fathers fashioned them”— 
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and possibilities—Second, a friendly lamp for your easy 
chair. Answers, accessories.—Third, a lamp makes a splen- 
did wedding gift. Answers, occasions—Fourth, a cheerful 
lamp for the long winter evenings. Answers, seasons.—Fifth, 
a Cape Cod lamp that adds cheer to your Colonial home. 
Answers, history, romance and uses. 

Now, when you see how easy it is to find selling ideas 
about merchandise, when every article in the store has such 
unlimited possibilities for advertising, isn’t it ridiculous that 
all we can see on the interior of most stores is such dull and 
uninteresting signs as “Shirts $1.95—Bags $4.95—Soap 10c— 
Gloves $2.50—Tooth Paste 25c—Neckwear $1.00. Most people 
are smart enough to know it is neckwear without our telling 
them so. Let’s get rid of all the dead, uninteresting signs 
around our stores. Let’s put life into them. There’s plenty 
of material for good selling cards—all we have to do is to 
look at the merchandise in a questioning attitude and we will 
find a flood of ideas to make the interior of our stores inter- 
esting and romantic. 

I say, “Let’s wake up!” “Let’s not put ourselves to sleep 
with that old horse—it can’t be done!” A little system and a 
little thought is about the only difference between a dead 
card and a live-wire card. Let’s make our cards talk! Let’s 
make them sell merchandise. That’s what department store 
people are supposed to do, isn’t it. 
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—Answering the question of 
“occasion”—“The friends of the 
bride have very keen eyes!”— 
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—Answering another question of 
“romance” — “Crystal Gazing.” 
What’s the matter with that one ?— 
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—It is seldom that a 
lettering style can be 
developed for a set of 
windows that will so 
perfectly fit into the 
re scheme of decoration 
- balcony - that this’ card 
achieves— 





A FIVE-TONE grey background that has all but become 
permanent, due to its ability to effectively present all colors 
of merchandise, formed the principal featurd of Shillito’s fall 
displays; and it is the simplicity of this background that I 
wish you to remember in considering several features intro- 
duced and used in connection with the presentation of goods 
in front of it. I presume before venturing into the physical 
construction of the background and the points I wish to raise 
I should comment upon the “black and white” display of 
youthful, black velvet street and afternoon frocks that were 
featured in this window during the opening week, but as the 
background can be described very easily its features will be 
considered before continuing further. 

The actual background is built in seven sections with 
curved corner panels introducing four shades of grey, the 
rest of the background being painted a solid color with per- 
pendicular and parallel strips of silver moulding introduced 
for decoration and relief. A complete valance runs across 


—This entire display is in 
black and white, silver and 
grey. The floor, costumes, 
accessories and decorative 
plume tree are in black; the 
accessory stand and back- 
ground decorations, also 
certain accessories, in silver 
and white, while the entire 
surface of the background 
is in four tones of grey— 
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Windows That Talk In 
Black and White 


By WILLIAM ARINOW 
DISPLAY DIRECTOR 
SHILLITO’S 

CINCINNATI, OHIO 


the top of the window, hiding the ‘lighting, while tall, narrow 
wing panels at the front of the window carry the valance to 
the floor and afford a complete and perfect setting. 

It isn’t necessary to speak of the black carpeted floor, nor 
of the black and white plume tree, the silver illuminated dis- 
player or the black and white ensembled accessories; all 
play an extremely important part in the presentation of the 
merchandise. The value of correct presentation of all effects 
that contribute in any measure to the proper introduction of 
merchandise has long been an accepted and necessary phase 
of twentieth century display merchandising. Since we no 
longer question the importance of color ensembling of ac- 
cessories, merchandise and, whenever possible, decorative 
surroundings, then, why not cards? 

Show cards, it seems, are all too often neglected. It is all 
too often left to the staff card man to produce his own cards, 
and the result is that the actual presentation or surroundings 
are seldom considered. The fact that the card in this display 
is black and white wasn’t just a happy coincidence—it was 
planned; it was designed to complete the display, to afford 
that vital harmony of effects. I am not saying that all cards 
should be produced in the predominating colors of the goods 
being featured, though oftentimes such presentations are ex- 
tremely effective. Rather, a set of cards should be designed 
to harmonize with the general decorative scheme developed 
for the front, with continued use of the style for all opening 
and following presentations. 

The design of the background proper lends itself very 
admirably to the lettering style developed for the cards. They 
have continuity; they seem to follow-through. 
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No. 1322-11 
Displays lingerie, girdles, bloomers, etc. Height over 
all 50”. Tubing 5%” extension rod %”. Adjusts 20” 
to 40”. Ten arms 4x12”. Snaps 10” apart. Card 
frame 5'4x7”. Base fancy cast. Also supplied with 
plain polished base. Statuary bronze finish. 
Write for new supplement for our catalog 37 showing other 


interesting fixtures. Anticipate your fall fixture needs now 
before the grand rush which wili surely come a little later. 


J. B. TIMBERLAKE & SONS 
JACKSON, MICH. 
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For Economical 


SALES BUILDING windows 





The Display above was made from sets Nos. 2 and 3. 


USE PAPER TUBES 


Economical—Set No. 1, an assortment of eight tubes (diameters 
—1”, 2”, 4”, 6”, 8”, 10”, 12”, 14”), in six-foot lengths for 
$4.85, f. o. b. Cleveland. 

Set No. 2, an assortment of six tubes (diameters—6”, 8”, 
10”, 12”, 14” and 16%”) in six-foot lengths for $6.65, f. o. b. 
Cleveland. 

Set No. 3, same as set No. 2, in nine-foot lengths for $9.90, 
f. o. b. Cleveland. 

Effective—Painted any color or covered with any desired mate- 
rial, they produce window displays of striking effectiveness. 

Flexible—Easily and quickly cut to any desired length or shape. 


Order your assortments today. 


The Cleveland Container Company 


10629 Berea Road Cleveland, Ohio 
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SHOW CARD COLORS 


There’s the brilliance and sparkle of colorful Autumn in 
“Perfect Stroke” Colors. Cover with one stroke, feed evenly, 
flow freely. 

Seventeen colors: Black, White, Light Blue, Dark Blue, 
Light Green, Dark Green, Light Yellow, Yellow, Light Red, 
Dark Red, Brown, Lavender, Orange, Magenta, Mauve, Red 
Orange, and Gray. 





PRICES 
Each Dozen 
2-oz. Patent Cap Bottles. ....... $ .20 $ 2.25 
Half-Pint Patent Cap Bottles.... .50 5.40 
Pint Patent Cap Bottles.......... -90 9.60 
Quart Patent Cap Bottles....... 1.75 18.00 
Gallon Stone Jars. ........ 02.2... 4.50 


Gold Water Color, 2-0z. Bottles.. .35 4.00 
ORDER TODAY BY MAIL AND SAVE 


INC 
he House of Pertect Stroke" Brushes and Supplies 
126 TO130 E.THIRDST. DAYTON. OHIO. 





ATTENTION-COMPELLING 
windows every time; every mer- 
chant an expert display man. 


FELT LETTERS... tne 


New Mode in Window Display—now available to everyone 


Here is just what you have been looking for to double, treble and quad- 
ruple the sales value of your windows—everything you need to give your 
displays the same color, snap and attention value as the smartest metro- 
politan shops. ...... The new and dominant mode in window trims is un- 
questionably the FELT LETTER; and now, through the JIFFY WINDOW 
TRIM OUTFIT, result getting Felt Letter Displays are available to everyone. 
The JIFFY Outfit is complete. Includes rich, distinctive panels— 
decorative strips—and 354 distinct letters, all ready to help you 
attract customers. Letters hold to background without use of 
adhesives. No brushes, paint or muss. An endless variety of 
designs, instantly changeable. 


WINDOW TRIM MANUAL FREE 


with each outfit. Contains hundreds of practical suggestions and 
snappy window phrases. Manual and outfit make every clerk an 
expert sign writer. ... Your windows are your greatest business 
builders. Make the most of them. Multiply their value with the 
JIFFY WINDOW TRIM OUTFIT. Write for interesting information. 





' For full “informa- 


‘tion attach this 


leoupon to your 
Iletterhead and 
| mail to 
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| Dept. 209 
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A FAMOUS English “wit” is credited with saying, “The 
longer I live, the more firmly convinced I am that what was 
good enough for our fathers is not good enough for us.” So 
in a sense he has expressed the thoughts of every person liv- 
ing in this modern age. We are all modernists in some form 
or other. We either go forward or backward; there is no 
standing still. We all turn toward the things which dare to 
break through the wall of conservatism. Perhaps no phase 
of commercial art has felt the adaptation of the modern idea 
more than the show card and poster. The color, layout, 
alphabet and illustrations are the playthings of modern art, 
urging us to break away from every established rule of con- 
servatism and create ideas from the most vivid of imagina- 
tions. 

The modern idea has definitely found its way into all the 
fine arts of the present day, insuring its stability and popu- 
larity. It is obvious that there is no limit as to what may be 
accomplished in both layout and color in regard to the show 
card and poster, and that its possibilities are limited only by 
our own ingenuity. 
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THEY MUST 


There are ideas on every side; newspapers and magazines, 
the screen and stage are full of them. The airplane, sky- 
scraper and motor vehicle all contribute to the world of mod- 
ern ideas. In the cards illustrated here I have tried to bring 
out the different ideas of modern fettering as well as design 
and layout. Notice the simplicity and boldness of each letter, 
and the harmonious contrasts in the styles used on each card. 
This, I believe, is one of the most important points in the 
modern layout. The old conservative alphabet has no place 
on a modernistic background. The best results are always 
obtained on plain color mats, without design of any kind. 
Designs only cheapen the idea you are trying to accentuate. 
Work your own design into the background when necessary. 

The first illustration is on a pale green mat. “Benchly” 
and “$35” are in yellow, outlined in a lighter shade of yellow 
and trimmed with red-orange. “Suits and 2 Trousers” are in 
blue, with yellow trimming. The balance of the design and 
shading is done in varying shades of green. This card is 
designed to bring out the name “Benchly” as well as carrying 
a two-trouser price appeal. It is not too modern but enough 
so to be harmonious in any modernistic setting. 

The next illustration, “Blu Bel Serge” is a soft shade of 
blue on a black mat. The price is in pale yellow, highlighted 
in white and outlined in a blue-green. Small lettering is in 
white and the rest of the design is in dark, dull blue. This 
card is modern by means of its style of lettering. It is simple, 
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BE MODERN 


By PAUL C. MASSEE 
GEORGE LOWENSON & SON 
PORTLAND, OREGON 


bold and well adapted to a display such as it indicates. 

The “Annual July Sales” card is a bold, modernistic idea 
promoting the reduced price thought throughout the entire 
store. “Annual” and “Sales” are orange, outlined in red and 
trimmed in yellow. The balance of the lettering is in black 
and the design is in varying shades of blue on a medium blue 
background. This card could be worked into a full size 
poster as an effective sale idea for a series of windows and 
store interiors. 

The “Wall Street” card is rather difficult to explain in 
color. The design is done in dark blue, cream, yellow, and 
peach. The caption “Wall Street” and the price are in two 
shades of blue, outlined in green on a pale green mat. The 
panel is cut out and the green mat is placed underneath. This 
card is rather extreme in design, but is an idea often used 
when time is permissible. 

The last card, “Derby,” is black on white with only a pale 
green border and outline. It is my idea of a simple, modern 
card. Bold in appearance, modern in style and simple enough 
to “put over” its message quickly and forcefully. This card 
could be worked into color equally as well; its possibilities 
are many. 

(Editor’s note: Due to the fact that the October issue of 
DISPLAY WORLD will be devoted to Christmas displays, 
Mr. Massee’s fourth article, “Illustrate Your Cards,” will not 
appear until the November issue.) 
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Note the perfect pose of the ThiHi Fairy 
Form used in this display. Height, 23”. 


Sell More Mesh Hose 
With Eye-Pulling Displays 


Women don’t have to guess how mesh hose will 
look when the Fairy Form display is on view. 
They see. They admire. They buy. 


No wonder. The pose of the Fairy Form is life- 
like—full of action. The dull finish, the pleasant 
flesh tint makes a pleasing background. And the 
display man likes their smooth finish—nothing to 
tear or rip the delicate stockings. What’s more, 
they are easily cleaned with a damp cloth. 


Order a few pairs of Fairy Forms for your win- 
dows and for your department displays. There are 
ten models to choose from—men’s, women’s, chil- 
dren’s. If your jobber doesn’t have Fairy Forms, 
mail the coupon for a free book. 
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Sell a matey 


Hosiery ‘AND FOREIGN PATENTS 


SHOE FORM CO., Inc., Auburn, N. Y. 
Licensed Manufacturing Branches 
Unitep Last Co., Ltp., MonTREAL, QUE. 


Northampton Paris Frankfort Melbourne 
England France Germany Australia 


SHOE FORM CO., INC. 
Auburn, New York. 
Please send me your free booklet, “The Fairy Form Family.” 











Tue natural gayety of Havana at night is enhanced by the 
brilliancy of “El Encanto’s” displays in its fifteen charming 
windows. While of continental reminiscense in style, the au- 
thor seeks in American trends a sort of get-away from the 
style followed by the neighbor displays, adding, of course, that 
necessary touch of personal originality which must be every 
displayman’s perennial aspiration. 


Resorting to American methods of merchandising has led 
“El Encanto” in many occasions to successful results, till the 
point that it outstands today from among all other stores in 
Havana. In fact, this is a familiar place to throngs of Amer- 
icans who attend racing and other entertainments in Havana 
in winter. 

Sr. Gonzalo Mieres, display manager of this enterprising 
store, submitted the two photographs of recent exhibitions 
which we find original and beautiful enough to merit presen- 
tation. Here is what Mr. Mieres has to say regarding his own 


technique : 
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“TI consider the background as one of the principal elements 
in helping to ‘bring about’ distinctly the merchandise displayed. 
In fact, I trust to that factor in a great extent for the success 
of many a display. The soft, neutral tones that mingle dis- 
cretely and harmonize with the merchandise have my prefer- 
ence under the particular possibilities of exhibit that I possess 
at present. 

“Following the truly American system, only one kind of 
merchandise is displayed in a window, as long as it is consistent 
with the actual needs of advertising of the store. At all events, 
the associate accessories furnished by the department in need 
of advertisement are also included. 

“Contrarily to a recent fashion featured by many Amer- 
ican windows, we do not favor much literature within the 
window. In other aspects, however, we approve the ‘modern 
art’ and we are trying to introduce it here but without violence, 
since our surroundings require a quiet, calm evolution in 
accord with the character of our people. Our task, often, 
has to be rather an educational one.” 
















—Sr. Gonzalo Mieres, display de- 
signer for “El Encanto,’ Havana, 
Cuba, can well afford to compare his 
technique with the best in America. 
The perfume display is certainly a 
splendid bid for recognition in the 
new “Continental” manner— 


—The introduction of the tall palm 
tree cut-out and the accessory group 
on the right afford correct balance 
for the figure on the left in this in- 
teresting frock presentation— 
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THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 
TRADITIONAL LEADERSHIP IN SUPPLY- 


ING THE COUNTRY’S DISPLAY NEEDS: 








MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—44 East 8th Street 








J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 





MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 








THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 





Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 











Einson-Freeman Co., Inc. 


Lithographed Window and Counter 
Displays for National Advertisers 


Starr and Borden Aves. 
Long Island City, N. Y. 
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Issued on the Fifteenth of Every Month by 
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Cincinnati, Ohio 
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OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 


6. Absolute Independence of Our Editorial Columns. 


The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
$1.00 Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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AN OLD QUESTION 

The window arrangement of merchandise is something 
more than just the placement of goods on fixtures behind 
glass. The time hasn’t long passed when most windows were 
merchandised after that fashion. Then the important ques- 
tion of show windows seemed answered when the space at 
the front of the store was filled with all sorts of unrelated 
goods; no attempt being made to associated or ensemble the 
merchandise shown. 

Today, every displayman recognizes the importance of 
ensembling merchandise—but it took the establishing of a 
new menace in the form of a stylist to “put that point home.” 
Now, unless the display director has recognized the import- 
ance of fashion and has acquired a true knowledge of fashion 
points, the stylist plays an important role in display mer- 
chandising. Where the display director is an authority on 
fashion the stylist isn’t necessary, or is considered an im- 
portant addition to the display staff. 





“IT AIN’T STYLISH” 

Many stores, so far as the correct ensembling of goods 
is concerned, can well afford the services of a stylist. A walk 
around the shopping district of any town or city will rapidly 
acquaint the reader with the stores employing the services 
of such an individual. Where the importance of fashion 
in displays is concerned, the smart ensembling of goods is 
evident, and every accessory, whether merchandise or fixture, 
whether Paris or home furnishings, is in correct taste. 
Where various colored goods are shown in individual groups, 
each group presents a perfect ensemble, while the relation of 
the various groups form perfect display harmony. 
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The vast majority of customers are fashioned conscious; 
those who aren’t are, by observation, rapidly acquiring better 
taste in dress. Even the sales girls in variety stores know, 
“It ain’t stylish to wear just any piece of jewelry with an 
outfit; it’s got to be ensembled.” And these same girls can 
tell which store has smart merchandise; which store ensem- 
bles its displays. 





DO YOU KNOW WHEN 
TO STOP? 

Some day, some clever displayman is going to invent a 
system of control for decoration. A system that will warn 
displaymen when the display is becoming saturated with 
“to much display.” A system that will flash a warning “cau- 
tion” to “slow down” with the decoration; to “stop” work 
before the display is ruined and take stock of the situation, 
count a hundred and analyze the display being produced; 
to “go” ahead and add more decoration or “pull” the entire 
display out as “over decorated.” 

When we speak of “decoration” we don’t mean just win- 
dow backgrounds—though many background atrocities are 
created in the name of background—we mean merchandise 
arrangement and decoration. Haven’t you seen display after 
display—displays having an approprite background—ruined 
by over decoration of merchandise effects? Haven’t you, 
yourself merchandised silk displays in which continuity of 
decorative effects was ignored? Haven’t you displayed shirts 
in one shirt display in half a dozen different ways? Haven't 
you used every conceivable angle in your displays of small 
wares? That’s what we mean by over decoration. 

Why can’t you let your displays express simplicity of 
merchandise effects? Simplicity of design? Simplicity of 
display arrangements? Simplicity of technique? It isn’t 
necessary to use every tee stand in one window; neither is 
is necessary to use every display idea in one display. Save 
a few ideas for tomorrow. Remember, you merchandise more 
than one display of shirts a season. 





GOLF BALLS AND WINDOW 
DISPLAYS 

The progressiveness of America’s national advertisers has 
been responsible for the development of the advertising tech- 
nique to the point where it can point with pride to many mer- 
chandising successes. It is for this reason that it becomes 
quite an enigma to understand why they fail to adequately 
evaluate the window display medium or fail to use it to 
the full extent of its tremendous possibilities. 

Just as the golf ball is merely an accessory to the ancient 
Scottish pastime, and regardless of the perfection that has 
been reached in the manuiacture of the small spheres, it still 
requires the skill of the player to determine the result of any 
competition. So it is with window display advertising. Re- 
gardless of the quality of the display material, its success will 
ultimately rest upon its distribution and installation. For, 
after all, the window display material is in itself merely an 
accessory and becomes an active medium only after its pres- 
entation to the public through the show window. 

The important place which the installer holds in the entire 
scheme of the window medium is therefore apparent. It 
should be of the utmost concern to the national advertiser 
to take a great interest and offer encouragement to the con- 
stant development of the installation business. There is 
much room for education and information. That is why the 
Cooperative Committee of the Associate Installers of Window 
Advertising, Inc., is to be congratulated upon the ambition 
and extensive advertising program that has been undertaken 
to effectively tell the installation story to America’s adver- 
tisers. 
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Libra Listens 
Well 


By ANITA ARMSTRONG 
ASTROLOGER 


LIBRA, THE BALANCE—SEPTEMBER 21 
TO OCTOBER 21 


Love of peace and quiet is characteristic of those born 
under Libra. They believe in living and let live, and never 
care to hurt or kill anything no matter how mean or base. 
Saturn is working into a good aspect for these people, and 
they should find the coming lunation a splendid time to 
develop latent talent, and though things may seem slow, they 
are sure to be successful. 


THE LIBRA MOON— SEPTEMBER 29, 12:22 P. M. 
WASHINGTON, D. C. 


Wits Leo rising, and after the last lunation, it looks like 
a wonderful chart. Conditions are better than they have 
been for a long time, although Saturn still holds the fort 
in the sixth house—holding up work and interfering with 
the health of the country as a whole. 


SPECULATION, MONEY, DISSATISFACTION 

Speculation is to the fore. Mars is in the First sextile 
Sun and Moon, bringing great activity in the market. The 
conjunction of Jupiter and Neptune show a strong undertow 
against those in authority, and leaders must look to their 
pasts, as they are sure to meet with rather startling accusa- 
tions, especially if there is any doubt of their honesty in 
financial matters. Money seems to talk in a loud voice and 
will be discussed at length in all circles, as the Second House 
has the heavy planetary vibration. Dissatisfaction in busi- 
ness conditions are coming up, and Saturn trine the Sun and 
Moon should start something of moment in the manufactur- 
ing line. 


MILLINERY AND DRESSES 

Milliners will begin to consider the artistic in head gear, 
as Venus trines Uranus, making the hat important in the 
fall wardrobe. They will still be unusual in line, and as 
Saturn keeps in orb, not high in price. Venus in Leo causes 
speculation in the dress market, and as it is in the Second 
it shows a rise in prices along all lines of lingerie, jewelry, 
costumes and cosmetics. 


COLORS 

Yellow and orange seem very important. White still holds 
the public fancy, while new shades of red, green and blue are 
oncoming. One will do well to be sure of their own color 
and stick to it through the winter, as color will be an impor- 
tant winter vibration—doubtless a reaction to the depression 
or a method of combatting this almost overpowering force. 


SHOES, STOCKINGS AND THE NECKLINE 

Shoes will certainly be foreign in style, an import or a 
copy, and will not be money making articles, as Jupiter in 
Virgo opposed Picses (the feet) will do all in its power to 
rock the shoe market. Overproduction and poor quality give 
a bad outlook, although those specializing on peculiar foot 
conditions will be successful. Stockings will be more rea- 
sonable and there may be a new style, as there is an indication 
of something different on the market. The neckline is very 
unbecoming and will keep changing during the fall. Sleeves 
are unusual and very much in evidence. 
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DRAWLET 
=, Pens 


For smoothness 
of finish 


Esterbrook Drawlet Pens never 
take a vacation. For the artist who 
uses them they are always on the 
job, working into his drawing a 
smooth brilliance that is com- 
pletely individualistic. 

The artist’s hand directs the 
lines, but Esterbrook Drawlet 
Pens make them: fine or heavy, 





This bath 4 monotone or shaded, but always 
ing made P ° 
pases i zn with uniform clearness and 
let No. 13 strength. 





“ib In lettering, in border work, in 


design, in outline Esterbrook 





i DrawletPensshowan equal versatility. Quick, 
\Z ” cleancut, vigorous they give maximum 
V7 i co-operation with a minimum of effort. 

z Esterbrook Drawlet Pens are as satisfac- 
tory in operation as they are dependable in 
a result. Every mechanical feature is sturdy 
and simple. 
2 1. They clean easily and quickly. 
pa 2. They carry large, readily filled 
pe reservoirs. 
3. The reservoir can be raised or low- 
ered time and time again to reg- 
\% n ulate the flow of thick or thin color. 
7 * The nineteen Esterbrook Drawlet Pens 
VY > offer infinite variety of stroke. Five differ- 
| 28 ent widths of stroke with rounded termi- 
nals, five different widths of stroke with 

;. 3 _ square terminals, nine different widths of 

: ~~ a stroke for shaded lines: Send for your 

f < FREE sample of Esterbrook Drawlet Pens. 

r zs ESTERBROOK PEN COMPANY 

i 80 Cooper St., Camden, N. J. 

: wv i or Brown Bros., Ltd., Toronto, Canada 
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SHADING 


| Drawlet Set No.2 ™ Drawlet Set No. 1 


eee 





= 4 Contains 19 Contains 9 
$2.00 Drawlet Pens $1.00 Drawlet Pens 
—one oz. Black Ink — —% oz. Black Ink— 
one oz. White Ink—two 34 oz. White Ink—Pen- 
Penholders — 40-page holder — Alphabet and 
Pen Lettering Book— Design Book — 3 
3 fine pens. fine pens. 


ESTERBROOK DRAWLET PENS 
FOR LETTERING AND DRAWING 
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~The Jingle of 
Dollars! 


THE CAN WITH THE 
BUILT-IN LJ 


yf" LINING 


—Most ice cream companies are getting rid of the 
old-fashioned metal ice cream container and using 
the new sanitary cardboard type; and to effectively 
announce this new safeguard Ivel Displays, Inc., 
New York City, designed and produced this unusual 
display. As is illustrated in the photograph, the 
display holds an actual empty cardboard container. 
The center piece stands 30” by 40” over all. Pro- 
duced in six colors of oil paint and varnished— 


—With the slogan, “Of course they’re MILD— 
they’re FRESH” incorporated in this smart “Camel” 
display; with the reproduction of the “pajama girl” 
and scene in blue, red, yellow, orange, white, brown 
and several shades of the mentioned colors, why 


shouldn’t this display be attractive? The 


story is best told in the caption used on this page— 
“The Jingle of Dollars!” Produced by Ketterlinus 
Lithographic Manufacturing Company, Philadelphia, 


Pennsylvania— 









a, 
Oo course a MILD : 
- theyre FRESH” 














PLENACHR OME 


S “FILM# 





—“It’s No Trick!” for the Palmer 
Advertising Service, Inc.. New York 
City, to produce distinctive, litho- 
graphed displays. This Agfa Absco 
display, for example, is lithographed 
in eight colors; the original being 
painted by Ludwig Segner. The dis- 
play measures approximately 26” 
wide by 37” high— 


CANADA DRY 


The Champagne of Ginger Mer 


fi Part 12, OUNCE 


—The large “jumbo” card in this attractive “Canada 
Dry Ginger Ale Window Display” is 40” in height. 
It tells a price story simply and effectively. It fea- 
tures both sizes of bottles, actual size, and puts over 
the economy message of the innovation of charging 
separately for the bottle, then rebating its cost to 
the purchaser. Created and produced by Einson- 
Freeman Co., Inc., Long Island City, N. Y.— 
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tinguentineggs UNGUENTINE 









SUNBURN 
AS A 


42 BURN 








Follows Through on 


"Treat Sunburn as a 


BURN” 













ned campaign—and complete “follow through” 
to the point of actual sale—these are the 
elements of a merited success in which it was 
the privilege of Einson-Freeman to participate. 


Stop THE PAIN 
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A fine product, a powerful slogan, a well-plan- 
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becouse it 


qoes as deep 
tas the BURN! 
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Buy your Floor ~ 
VACATION Stand Specializing \ 
NEEDS in Win dOWand — 
HERE store display 
adverjising 
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RKRANAA SARS 


SHAVING NEEDS 
CIGARETTES » ~~ 


Unguentine 


EINSON-FREEMAN CO., INC. 
LITHOGRAPHERS 


OFFICES AND MANUFACTURING PLANT 
STARR & BORDEN AVENUES, LONG ISLAND CITY, N. Y 


NEW ENGLAND OFFICE - 302 PARK SQ. BLDG., BOSTON, MASS. 
WESTERN OFFICE-WRIGLEY BLDG. CHICAGO. ILL 


Inventors and Manufacturers of the Einson-Freeman Patented Double Tier Container 
Licensee for Canada. .. Somerville Paper Boxes, Ltd., London, Ontario, Canada 
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Salesman---In Overalls? 


Tuere are some national advertisers who even today 
cling to the barren hope that their dealer-helps—their fold- 
ers, catalogs, displays, etc—can be bought “to best advan- 
tage” through the assistance of the purchasing department. 
The number has decreased, and is decreasing—yet there are 
too many of them. It’s so much like approaching a merchant 
tailor, who measures, cuts, bastes, alters, fits, and then com- 
pletes a suit of clothes specifically for a man, and asking him 
to meet the price of the “second-store bargain house.” It 
simply cannot be done. 

Consider for a moment. Your advertising is part of your 
selling program—if it isn’t, then it should be discontinued. 
You hope to profit through it, BY THE SALES IT MAKES. 
Dealer-helps are today accepted as a very important part of 
that advertising and selling. You appreciate that the better 
the advertising, the more units of sale, and thus the greater 
the profit. Yet we hear, from time to time, that “the pur- 
chasing department buys dealer-helps to the best advantage 
of the firm.” 

Don’t misunderstand, please—I’m in no way condemning 
the purchasing department. They’re not at fault—the fault 
lies at the door of the producers of dealer-helps, the pur- 
chasing departments merely having discovered that THE 
PRODUCER IS WILLING TO CUT HIS THROAT IN 
ORDER TO KEEP HIS PRESSES RUNNING. But from 
the advertiser’s point of view—for his sake—this article is 
written. 

The true function of the purchasing department is to 
SAVE MONEY—the purchasing agent and his assistants 
have been employed for the express purpose of SAVING 
DOLLARS—cutting costs—the purchasing departments who 
do not save their salaries and overhead are soon dispensed 
with. 

The true function of the sales department and the adver- 
tising department is to SELL GOODS—to EARN DOL- 
LARS THROUGH THE SALE OF THE FIRM’S WARES. 

When one faces the dickerings of the advertising or sales 
department one is in a position to state, quite frankly, that 
“We'll accept this order at your price—but the product will 
be worth ONLY THAT MUCH MONEY. To produce it, 
we must cut corners in our manufacture—and the corners we 
cut may have to be the most important.” The sales or ad- 
vertising department will soon recognize that such a condi- 
tion is intolerable—that the dealer-help is just another 
REPRESENTATIVE, who through picture and copy repre- 
sents the firm just as truly as does the human representative 
through cleverness and conversation, explanation and demon- 
stration. They understand that the creation and prdouction 
of a sales-piece that helps the dealer unload his shelves must 
be clean, well-dressed, look like quality and BE quality, and 
have “a clean shave and shined shoes,” to just the same 
extent as the human salesman. 

When one faces the dickerings of the purchasing depart- 
ment, on the other hand, he’s merely selling a certain number 
of pounds of ink and pounds of paper together with the pos- 
sibility (in displays) of a certain number of times through the 
presses and mounting machines. He is asked to HOLD UP 
THE QUALITY AND PULL DOWN THE PRICE—a 


By ALBERT L. BLOCK 
DISPLAYS COUNSEL 
CHICAGO, ILL. 


procedure entirely outside the range of economic law—some- 
thing that cannot possibly be done if the firm wishes to 
remain solvent. 

The production of dealer-helps is almost as old as the 
graphic arts. Experience has taught all of us that there is 
a certain amount of overhead cost that must be covered—it 
could be smaller but IS large, through the fault of certain 
advertisers. This will be covered in another paper. The fact 
remains, however, that the creation and production is a 
custom-built production which has certain unvariable basic 
costs that must be covered—and when the purchasing de- 
partment listens to a quotation, then offers to pay a certain 
sum which the producer knows will mean a dead loss, that 
producer is forced, silently, to accept the order and cut the 
corners without letting the advertiser know, or to reject the 
order and remain in business, holding the respect of the ad- 
vertiser, even though the business goes elsewhere. 

The advertising or sales department recognizes the true 
worth of the word SERVICE, and demands it—and through 
paying a logical price GETS it. The purchasing department, 
through insisting on price as the prime lever, buys the product 
without the service, and as result receives the prdouct, with 
the corners cut—the result being sales that are not nearly 
so high nor encouraging, and the advertiser blames someone 
other than himself. For it is a well-understood fact that 
ONE GETS WHAT ONE PAYS FOR—and service is, 
after all, something of great value even though it is intangible 
UNTIL AFTER PRODUCTION. 

I recollect having seen a letter from a client which reads 
something as follows: 

“I well recollect your statement that ‘we’d be back’ 
when I suggested that our last rerun of the ———— could 
be purchased for less money. 

“This ‘chicken has come home to roost.’ When the 
rerun was delivered to us, we found that two colors had 
been omitted entirely and on a considerable quantity the 
colors were off register. 

“Now please quote on another rerun, knowing that you 
will have no competition. We're anxious to make sales far 
more than to buy cheaply—and past experience has taught 
us that your firm is the proper source, if for no reason 
other than the service you render.” 

Another case in point. A young man, selling for a pro- 
ducer of dealer-helps, worked with an advertising manager 
and his assistant. They worked together hour upon hour 
and day after day, and finally found the ideal in a complete 
campaign. The contact man never knew when he might be 
wanted—at one time he was called out of bed in the early 
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morning hours and told of an idea the advertising man had 
as he tried to go to sleep. The advertising manager placed 
the business for the entire campaign at one time (really the 
wisest thing to do), and was, asked to “please quote for your 
time as well as the production costs.” The advertiser and 
firm have prospered through this depression, the contact man 
is the friend of the entire organization (of the customer), and 
the dealers accepted the campaign in a way never before 
experienced, both in acceptance and use. When the job had 
been completed, the advertising manager sent the firm, ad- 
dressed to its head, a two-page letter which was altogether 
an endorsement of the service—the tone of the letter actually 
embarrassed the contact man when it was shown him. 

The true fault of this dickering of today, as I’ve said, 
lies at the door of the producer. He wants to keep his 
presses busy, and as a result will sometimes forget that there 
are certain costs to be met—if he desires to remain in busi- 
ness. That is probably true because of the depression and 
because the producers have attempted to selk “intangibles” at 
prices “tangibles” should bring. 

Personally, I'll refuse an order on which there is no 
profit. Don’t, please, misunderstand that statement. There 
may be no profit whatever when the production has been 
completed and the goods shipped. It may have been wiped 
out through unforeseen occurrences in the plant—or through 
the time spent in servicing the advertiser in intangible ways 
—but there is as much logic in demanding a bit of profit in 
the production of dealer-helps as there is in demanding a bit 
of profit if the line were pins, shoes, hose or tires. 

Finally, if the advertiser will find one man or firm that 
is willing to “go to bat” with him and travel ALL the way— 
who will render a service that is unselfish and is backed by a 
firm similarly inclined, and will permit the producer a rea- 
sonable profit, then the dealer-helps will be right—there will 
be no “cheating” either on the part of the advertiser or the 
producer—everyone will be happy, for everyone will have a 
CHANCE to profit, whether the result is or is not profitable. 
If, on the other hand, each sale becomes a “price-contest” it 
simply isn’t in the cards for the advertiser to be properly 
serviced or the producer continuing to do business. 

Buy your dealer-helps as you buy your salesmen. The 
latter are purchased not for the yardage they can cover but 
for the results they can attain. Otherwise the sales manager 
would run an advertisement, see all comers, and select those 
men who will work cheapest, regardless of experience, ap- 
pearance, past records, or their ability to produce SALES. 

Am I right in this? 





EINSON-FREEMAN REPRESENTATIVE 
WINS SLOGAN CONTEST 

Jack Walker, one of Einson-Freeman’s sales executives, 
and Mrs. Walker recently returned from a cruise to Havana 
and Nassau, on the Steamship “Munargo.” The Munson 
Lines had a slogan contest for afl passengers on the cruise, 
and in order to uphold Einson-Freeman’s reputation for orig- 
inality, Mr. Walker submitted the following slogan: 

“Let Munson be your host-—Service is Munson’s proudest 
boast.” The judges voted it the winner and Mr. Walker re- 
ceived a check covering the full expense of his trip as the 
prize. Needless to say, this greatly enhanced the Walker’s 
enjoyment of their trip. 





CORRECTING 

A very regrettable error, which we would like to correct, 
occurred on page 16 of the August issue of DISPLAY 
WORLD. Mr. F. W. Ansey’s name is correctly spelled with- 
out the “i.” 


DISPLAY WORLD 








“QO” NEW COLORS 


Se GAY ...So SUBTLE ... You'll want all NINE! 


The (in-between shades) complete the series of “Nat- 
Mat” Dull Coat Showcard Boards, permitting you to 
choose from a range of (32) rich-toned colors. 


Ask for free samples — TODAY 
Local dealers in all princfpal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 




















NEW-—-DIFFERENT---PRACTICAL AND ORIGINAL 


MAKE YOUR OWN 


BRISCHOGRAPH FOR $10.00 


AND SAVE FIFTEEN DOLLARS... 


Set of two, new scientifically correct lenses completely mounted 
in metal tube and a tube housing with flange and bolts and 
nuts ready to fasten to your home made lamp house. These 
four inch lens will enlarge 49 square inches or 7x7 inches of 
picture at one time. Will enlarge to life size within ten 
feet. CAN YOU BEAT THAT? Will enlarge same larger 
than you will ever care to copy. You simply make a box 
about 6x10x12, two sockets, cord and plug and you will have 
as fine a projector you will ever care to own. We now have 
transpose mirror for lens unit above at $2.00. Mirror, 4x6, is 
metal mounted and slips over lens barrel. 
Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money 
order. If you send cash, have your letter registered at P. O. 
Transpose Mirror, $2.00. Ali deliveries prepaid and sent fol- 
lowing day. Money back within ten days just as quick. 

92 E. Lakeview Ave. 
The Brischograph COLUMBUS, OHIO 
NOW IN ITS FIFTH YEAR 

















FELT 


The Choice of Leading Displaymen 


FOR THE FINEST DISPLAYS 
Superior for Many Display Uses 


Over 90 colors carried in stock—edges do not fray—can 
be furnished in cut lengths. 


WESTERN FELT WORKS 


Established 1899 


Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 


Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 
1239 Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash. 


Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 








WANT A JOB? 


If so, you better prepare for one at 
once. With the pick-up in business, 
there will be worth-while jobs wait- 
ing for you by the time you can com- 
plete your studies. 


Write for School Circular 
THE KOESTER SCHOOL 


367 W. ADAMS ST. CHICAGO, ILL. 





Teaching Window Display, Advertising and Card Writing 
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Ringing the Sales 


Register! 


ul 


tide toe TYPE WORT TE it 


PooXing SMITE 
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—This “Hi-Spot” display is unusual inasmuch as 
it employs three fundamentals of successful ad- 
vertising displays—color, light and motion. When 
one set of lights flashes on, a message is read 
calling attention to a special feature of the type- 
writer which, when the light flashes off, is seen 
in the space where the sign was originally shown, 
in actual movement. The movement consists of 
a hidden mechanism which controls the shift seg- 
ment, causing it to move up and down constantly 
while the light is on. Produced by Art Process 
Displays, Inc., New York City— 





A ERICAN 


le 
HOUSE PAINT 


ERICAN yom Co. 
—= PRODUCTS = 


LOHR PAINT CO. 





a= 
STETSONS AT '5 


—The American Varnish Company has 
a new display. It is 24x36 inches in 
size and is made with a shadow-box 
back. Seven posters are included so 
that the dealer can change the illus- 
tration to best fit the season; these 
illustrations show paints which can be 
used for all interior or exterior pur- 
poses.. An opening at the base of the 
shadow-box has one_ transparency 
which shows the name of the manu- 
facturer; below this is a strip in which 
the dealer’s name is imprinted. A 
flasher illuminates the transparency, 
the dealer’s name and the background. 
Produced by W. P. York, Inc., Aurora, 
Illinois— 
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—The General Display Case Co., Inc., New York 
City, has produced a display of unusual merit in 
this “optical” unit. The background is 36” high 
and about 24” wide, arranged with parchment paper 
so.that a light placed behind the center unit illumi- 
nates the entire display. The various sections are 
made of wood finished dark green on one side and 
light green on the other; this enables the dealer to 
secure many various displays by rearrangement 


of the pieces— 


STETSON: 


Aig BUTI STYLAS 





STETSONS AT $ 


—What are “Stetson’s” doing for Fall 
displays? If you really want to know, 
this display will show their display 
campaign. The trim is six feet high 
and requires a window of about ten 
feet long for installation. The center 
panel carries an oil painting of a fea- 
ture hat. The letters on the display 
are felt. The moulding, gold plated. 
Hat stands are furnished with the 
display—is your store included on the 
itinerary of this trim. Designed and 


produced by W. L. Stensgaard and 


Associates, Chicago— 
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A Guide for National Advertisers 








“a 
ALBANY, N. Y. 4 BUFFALO, N. Y. 
659 Broadway 378 Pearl St. 
SYRACUSE, N. Y. OFFICES ROCHESTER, N.Y. 
518 S. Clinton St. 165 St. Paul St. 
Windo-Crait Display Service Ine. 
Home Office Buffalo 
A Leading Service Satisfying Over 





150 Leading National Advertisers 











ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO-J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 108 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 73 Main Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 








CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mer. reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OH1O—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Voslér. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 
AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 





NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 





_ NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchundised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


; This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














4 402 Industries Bldg. Dayton, Ohio 





ORANGE, Texas—Walter Journeay, 1003-4th St. Real Service. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1443 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





_ PITTSBURGH, PA.—Ryan Display Service, Broad and Station 
Sts., E. E. H. J. Ryan, Mgr. Thoroughly covering Pittsburgh terri- 
tory and Western Pennsylvania. 





_PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mer. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 








COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service. 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. Dak. 








LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 415 W. Main St. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 





MILWAUKEE, WIS.—STEFAN, INC., 1920 W. Vliet St. Covering 
Milwaukee and principal Wisconsin cities exclusively for national 
advertisers. 


ST. LOUIS, MO.—Thornhill’s Display Service, 807 Mart Bldg. Com- 
plete and reliable window display service for national advertisers. 
Satisfied clients. 





SEATTLE AND WESTERN WASHINGTON—W ind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





SPRINGFIELD, OHIO—Crawford Display Service, 221 June St. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. 
A complete window display service in this vicinity. 
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From The 
Field 


HANICK DISPLAY SERVICE 
PHILADELPHIA, PA. 

The S. J. Hanick summer season, which dates back to 
June 1, wound up September 3. During that time, 12,280 
displays were installed in “Hanick” territory, which com- 
prises Philadelphia, Eastern Pannsylvania, Southern New 
Jersey and the entire State of Delaware. A large variety of 
well-known products, such as beverages, talcuny powder, per- 
fumes, insecticides, malt, near-beer, cigarettes, cigars, sun- 
burn lotions, sunburn creams, tired feet creams, foot reme- 
dies, deodorant powders, rheumatism remedies, mouth wash, 
shaving cream, nail polish, screen wire, aspirin, automobile 
polish, sliced bread, cookies, pretzels, cakes, electric appli- 
ances and several others were featured in these displays. 
Several of the campaign were linked up with radio and 
newspapers. 

Each display was an outstanding one because it was 
artistically installed by an expert decorator, especially trained 
in the “Hanick” installation display school, which is con- 
ducted once each week for the sole purpose of educating their 
decorators in the art of making window display advertising 
pay for the manufacturer and dealer. Over forty men are 
employed by “Hanick.” Each man operates a car and a 
camera; each man is covered by liability and property damage 
insurance to better protect their clients. 

Speaking of fall, “Hanick” has already arranged display 
campaigns for a large number of national and local adver- 
tisers. Immediately following Labor Day, displays will fea- 
ture talcum and face powders, milk of magnesia, dental 
creams, mouth wash, shaving creams, razors and blades, cig- 
arettes and cigars, beverages of all types. With such activity 
in the Philadelphia territory, it seems to prove that the wise 
manufacturers is using window display advertising—cer- 
tainly it is the most economical and effective advertising 
medium in existence. 

On October 1, the Hanick Display Service will open their 
first Annual Exposition of Display Craft. This exposition 
will feature all types of displays, both motion and still, and 
all types of decorative material as well as modern display 
fixtures and features. Ten thousand invitations are being 
prepared and will be sent to individuals interested in the 
various phases of display to be represented at the exposition. 
Business associations such as drug, grocery, radio, plumbers, 
meat packers, as well as advertising clubs and advertising 
agencies, will have their special days to visit the exposition 
to learn more about the window display advertising media. 
Space has been reserved for “Hanick” clients for the dis- 
playing of their products through installed displays; some 
manufacturers have voluntarily offered to furnish both sam- 
ples and regular packages to be supplied the visitors to the 
exposition. A special fountain will be installed to supply 
the visitors with “The Pause That Refreshes”—Coca-Cola. 





BIRMINGHAM DISPLAY SERVICE 
BIRMINGHAM, ALABAMA 

The fall season looks good to the Birmingham Display 
Service. An excellent volume of business has been enjoyed 
during the summer months and with a number of new con- 
tracts to run during the coming months, the fall outlook is 
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indeed bright. From present indications the volume of fall 
installations will exceed by 331/3 per cent any previous 
group of months in 1932. Another good indication of a better 
business is that contracts are showing a substantial increase 
in the number of installations over the same period of last 
year. 

While the majority of Birmingham Display Service work 
consists of national installations, they are also creating an 
additional revenue by contracting with smalJl store merchants 
that are not in a position to employ a full-time window man 
to handle their window display requirements cn a weekly 
basis. Local display work for tire concerns, garages, grocery 
stores, etc., are also handled. 

The Birmingham Display Service is endeavoring in every 
way possible to give the manufacturer and dealer maximum 
service and full cooperation. The men in their organization 
build counter displays to tie in with the window displays, and 
from their check-up they find that the idea is creating addi- 
tional sales. They are also cooperating with the dealer and 
manufacturer by installing wall displays gratis, and in return 
for this work the dealer allows their displays to remain in 
position a minimum of ten days instead of seven. 





JOHNSON DISPLAY SERVICE 
DULUTH, MINNESOTA 

With more and more advertisers demanding “photo check- 
up,” the Johnson Display Service has developed that system 
during the past few months and very efficient results are being 
obtained. This method of check-up will undoubtedly have 
universal acceptance within the next few years, and every 
installation concern will be fully equipped to photograph their 
displays. 

In recent months the Johnson Display Service has in- 
stalled the following campaigns: Ex-Lax, Ovaltine, Philips 
Milk of Magnesia, Bayer Aspirin, Bauer & Black, Coca-Cola, 
Veldown Miller High Life, Blatz Brewing, Velvet Ice Cream, 
Arco Coffee, and many others. 





PENNINGTON SCOTT DISPLAY SERVICE 
BIRMINGHAM, ALABAMA 


With a noticeable revival of activities in all lines, con- 
fidence in the return of good business in “The Old South” 
is definitely on the upgrade. Considerable improvement is 
looked for in the fall. In Birmingham, the Pennington Scott 
Display Service has definitely increased their activities in 
the professional installation of window displays for national 
advertisers, and have recently moved their offices into a 
larger and better equipped building. 


Some of their accounts for fall business are: Lucky 
Strikes, Cremo Cigars, Camel Cigarettes, Squibbs Products, 
St.. Joseph’s Aspirin, Plough’s Beauty Creations, Bee Brand 
Insecticides, Coty’s Toiletries, Canada Dry Ginger Ale, Coca- 
Cola, Kolynos Dental Cream, Norris Candies, Russell Mc- 
Phail Candies, A. and C. Cigars. 

The increasing confidence of advertisers in the use of 
window displays for merchandising their products is demon- 
strating itself constantly, and Pennington Scott is striving 
daily to justify that confidence through rendering dependable 
and excellent service. 





CODD ADVERTISING SERVICE 

TUCSON, ARIZONA ys 
The photo check-up method is to be employed by the Codd 

Advertising Service, operating in Tucson and Southern Ari- 

zona, on all displays installed for their clients. This com- 
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pany has made notable progress during the past few months. 
Direct-mail solicitation has placed their name in all parts 
of the country, and the response from national advertisers 
has been very gratifying. The winter season opens within 
the next few weeks and people from all parts of America 
will make Southern Arizona their home for the winter—a 
splendid opportunity for progressive national installation 
advertising. 





WILLIAM J. STEFAN, VICE-PRESIDENT 
STEFAN, INC. 


Stefan, Inc., Window Display Installation Service, Mil- 
waukee, has just announced a change in personnel. William 
J. Stefan, formerly installer with the display crew, then 
manager, has been promoted to vice-president in charge of 
production. William J. became associated with Stefan, Inc., 
in the spring of 1928, two years after Edward J. cleared the 
way for what is now considered one of the leading display 
service organizations in the country. 





ACCORDION PLEATED PANELS 
FOR ATTRACTIVE DISPLAYS 


“In step with the times,’ adequately terms the new, at- 
tractive material offered to display managers for use in 
backgrounds and background treatment by the Display Paper 
Products Co., Chicago. 

The display manager, as in every other department of the 
store, has been confronted with a serious reduction in his 
window budget and it is necessary for him to make as effec- 
tive displays with as much merchandisingj value, as when the 
display budget permitted a larger expenditure. Frequent 
changes have also necessitated material that can be con- 
stantly placed in the window ready for immediate use. 

Such a material has already found wide use and endorse- 
ment by display managers. Accordion pleated panels are 
adaptable for rich, attractive, expensive looking effects for 
making backgrounds, booths or panels. Because of this low 
cost, they can be used and completely discarded if it is not 
intended to make further use of them at a later date. The 
panels fold like a screen or an accordion, making shipping, 
storing and re-using more practical than any other material. 
For construction, shears and pins are the only things neces- 
sary to make backgrounds of almost unlimited designs. 

The accordion pleated panels consist of 7-foot sheets of 
cardboard 26 inches wide, lined with the various colors of 
vellum and natural papers, including a wide range of deep 
and pastel shades. These panels are scored alternately on 
both sides so that an accordion pleated effect is made when 
folding it along these scored marks. These folds serve as a 
means of supporting the panels when placed in an upright 
position. They prevent the panels from warping in any 
manner. In the actual window display they have very much 
the same appearance as corrugated painted sheet metal or 
angled strips of wood mounted upon a back board and 
painted. They are modern and smart in their appearance, 
adaptable for “moderne” and “continental” set-ups, and be- 
cause of their construction show up exceptionally well under 
different lighting effects. The accordion pleated panels are 
so constructed that any number may be attached together 
without any edges or seams showing. These panels when 
folded and shipped comprise a background 72 by 84 inches 
high, are sent in a corrugated container measuring only 2 by 
4 by 84 inches. In addition to their adaptability for window 
background use, they are finding wide use in display con- 
struction, pilaster treatment and valances. 
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SPECIAL OFFER 
$529 Santa Claus $195 
The Symbol of Christmas, adds life and 


suggestion to your display of merchandise 


A life-size Santa Claus, 66” 
high, 30” wide, lithographed 
in 10 colors—a faithful re- 
production of an unusually 
fine oil painting, mounted 
on heavy cardboard with a 
special double wing easel. 
It is so constructed that it 
will fold without creasing 
to 30” by 40”, convenient 
size for shipping. Weight, 
9 pounds. 


Middle size Santa Claus. 
This same reproduction may 
be had 40” high by 19” 
wide, folds for shipping into 
container 19” by 20”. Wt., 
5 pounds, Price, 95c. 


Prices F. O. B. Chicago. 
Delivery guaranteed on all 
orders received before No- 
vember 15th. 





i # 3 


display paper products co. 


560 w. lake street chicago ill. 











CHICAGO DISPLAY SYSTEM 


A Practical School Teaching All Modern Phases of 


a s s.8 
Window Display and Cardwriting 
Located in the heart of Chicago’s Loop... 
Right opposite The Fair 
Backed by a long record of successful teaching 


NOT AN EXPERIMENT 


Edgar G. Hague, director of Show Card writing instruction, 
and Will H. Bates, in charge of Window Display instruction, 
have both been teaching these subjects for many years. With 
our present location and equipment, we are able to serve you 
better than ever before. 


Write for Information 


CHICAGO DISPLAY SYSTEM 


39 WEST ADAMS CHICAGO, ILL. 


























Mannequin manufacturers inc 


Pacrory: 
514 WEST 46TH STREET 
RAcnawanna 4-o1198 





UNBREAKABLE MANNEQUINS, MILLINERY HEADS 


Buy direct from manufacturer— 
select your own finish—save time 
and money... ACT! 

Special Dept. for REPAIRS 


OFFICE & SHOW ROOMS 
B01 SEVENTH AVENUE 
187 PLOOR 


at 57th er. 


‘NEW YORK city 
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Notes from I.A.D.M. 
Headquarters 


By JAMES W. FOLEY 
SECRETARY 


Tue secretary wishes to express his appreciation and 
thanks to the many displaymen for their courteous indulgence 
during the former’s illness. Communications are receiving 
attention as rapidly as possible and the decks will be cleared 
for the opening of President Vosburg’s rehabilitation program 
scheduled for inauguration during the latter part of this 
month. 

The I. A. D. M. has received an invitation from the Inter- 
State Merchants Council to discuss the feasibility of conduct- 
ing a joint convention in 1933. This matter will be placed 
before the president and his executive committee for action. 

The secretary is in receipt of a communication from Fred 
Bainhauer, assistant display manager for The Davis Com- 
pany, Chicago, who is touring the principal cities of Europe. 
He states that the German display profession is well organ- 
ized and that it has a keen interest in the activities and prog- 
ress of the International Association of Display Men. 
WHAT ABOUT 
DUES? 

Among the hundreds of pieces of correspondence received 
at I. A. D. M. headquarters since the recent convention, we 
fail to find a single due payment, which again prompts the 
plea for support and cooperation. The association can do 
nothing in the way of educational assistance or, for that 
matter, function in any active capacity without funds; there- 
fore, you are again urged to give prompt attention to your 
obligation to your representative organization. The I. A. 
D. M. can and will give in accordance with its ability but 
is solely dependent upon its membership. Send in your dues 
at once and manifest to our new president that he can depend 
on your cooperation in his mighty task of again placing the 
I. A. D. M. on the pinnacle it deserves. 

Prizes in the recent I. A. D. M. Annual Contest are ex- 
pected to be delivered to the secretary's office on or about 
the 15th of this month and will be promptly redirected to the 
respective winners. 

W. Gilbert Brown, display director for the Philadelphia 
Electric Company, Philadelphia, is the most recent member 
to join the select circle of I. A. D. M. Champions, having 
become eligible through his excellent success in the contest 
just closing and totalling 315 points under two sets of judges. 
Carl Shank, display manager for Stix, Baer and Fuller, St. 
Louis, Mo., was victor in the 1932 championship class. 
THE EXECUTIVE 
COMMITTEE 

Communications from President Vosburg indicate that he 
has a very extensive program under preparation and it is 
destined to interest the leading displaymen and merchants 
in the purposes and possibilities of the I. A. D. M. The new 
president has been pledged the support of a most enthusiastic 
executive committee, headed by Chairman James H. Everetts. 
Other members of the board are: Charles W. Morton, Wein- 
stock-Lubin, Sacramento, Calif.; Edward E. O’Donnell, Sis- 
son Bros.-Welden, Binghamton, N. Y.; Everett Quintrell, 
Elder-Johnston Co., Dayton, Ohio; A. J. Roeder, Wm. H. 
Block Company, Indianapolis, Ind.; Phillip Bellanca, Hens 
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and Kelly, Buffalo, N. Y., and S. R. Mackabee, The May 
Company, Cleveland, Ohio. 

Ed Rose, that popular Southern display manager and re- 
cently elected third vice-president of the I. A. D. M., has 
returned to Houston, Texas, following several weeks spent in 
the East in the interest of his firm. Mr. Rose is now direct- 
ing the display department for The Simon-Bloom Company, 
Houston, the latter organization having taken over the lease 
of Harris-Hahlo Company. Mr. Rose called at the I. A. 
D. M. headquarters on his Chicago stop-over. 

HOW ABOUT A “JOINT” 
CONVENTION? 

T. Willard Jones, one of the best known I. A. D. M. men 
below the Mason-Dixon line, and display manager for the 
Phelps Shoe Company, Shreveport, La., is active in the plan 
whereby the Southern Display Men’s Association will hold 
its annual convention in conjunction with the I. A. D. M. in 
1933. This plan is also being considered among the members 
of the lowa-Nebraska group and has the support of such ter- 
ritorial leaders as J. H. Everetts, past president of the 
I. A. D. M. and now chairman of the executive board; M. H. 
Luber, display director for The Killian Company, Cedar 
Rapids, lowa; L. E. Williams, Fort Dodge, Iowa; Frank 
Fiala, Thompson-Beldon Company, Omaha, Neb., and others. 

Not much news during the summer season—and the de- 
pression is still on. Next month should provide a series of 
interesting I. A. D. M. developments, but in the meantime 
please do your little bit by remitting your I. A. D. M. dues. 





FRANK DODSON RETURNS 
TO WICHITA 

Frank Dodson has returned to Woolf Bros., Wichita, 
Kans., and has resumed his position as display manager and 
cardwriter. Mr. Dodson is well known to DISPLAY 
WORLD readers for his excellent show card presentations. 





ATTENTION! MEMBERS, SOUTHERN 
CISPLAY MEN’S ASSOCIATION 

Owing to the postponement of the S. D. M. A. convention, 
Louisville, May 8-11, 1932, and the resignation of the officers 
serving for the year, the association is compelled to take a 
ballot by mail to elect new officers for the year, May, 1932-33; 
also to vote on the convention city for 1933. 

Kansas City has expressed their desire for the 1933 con- 
vention, while the I. A. D. M. has asked the S. D. M. A. to 
join them in their 1933 convention, offering the S. D. M. A. 
one day on their convention program and a headquarters 
room. So, Southern Displaymen, it is up to you to vote for 
your 1932-33 officers; also to select your convention city. 

Pull together! Help make the S. D. M. A. a bigger and 
better association. Give the association your support and 
cooperation. Read the ballot recently received by all mem- 
bers of the S. D. M. A. Select your officers, and your next 
convention city; pay your dues and return your ballots to 
E. Ted Joyce, present chairman of the executive committee, 
Box 297, Shreveport, La. 





WOULD YOU LIKE $300 TO FLY 
INTO YOUR WINDOW? 

The second annual 1847 Rogers Bros. window display 
contest got under way September 10. This means that dozens 
of 1847 Rogers Bros. dealers are going to divide up another 
$1,800 in cash prizes. Would you like a share of the prize 
money? Then just display some ingenuity ... and 1847 
Rogers Bros. silverplate in one of your windows from Sep- 
tember 10 to October 1. You have as good a chance as any- 
one to win. 

Prizes in the display contest are divided into three classes. 
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Class 1 is for dealers in towns under 50,000 population with 
no restrictions as to size of windows. Classes 2 and 3 are 
for dealers in towns over 50,000 but the former excludes win- 
dows over twelve feet long, while the latter is confined only 
to larger windows. Each class has fourteen prizes, starting 
at $300 and tapering off to $10. If you do not happen to have 
an entry blank, write to the International Silver Company, 
Meriden, Conn. Address your request attention Window 
Display Department. 





SAYING IT WITH 
FELT LETTERS 

That windows are a potent force in the building of sales, 
every merchant realizes. Frequently, however, the small 
and moderate-sized retailer is handicapped in his efforts to 
create effective displays by natural limitations in the matter 
of time, skill and expense. To remedy this condition, Poster 
Products, Inc., of Chicago, have developed a complete felt 
letter display outfit by means of which even the novice may 
achieve windows of metropolitan charm and distinction. 

The ensemble, known as the Jiffy Window Trim Outfit, 
consists of four panels of varying sizes and shapes, two com- 
plete fonts of die-cut felt letters together with filing cabinets, 
eight felt strips for decorative use and a Window Trim 
Manual containing scores of helpful suggestions and ideas. 
The panels (two rectangles, one circle and one quarter-circle) 
lend themselves to an endless variety of background designs. 





—The practical application of “felt 

letters” for show window background 

work is attractively indicated in this 

“RUB’EM, TUB’EM, SCRUB’EM” 
display— 


In use, the Jiffy outfit is extremely simple. The letters 
hold firmly to the background without the use of adhesives 
of any kind. Thus it is not only easy to make up displays, 
but easy also to dissemble and change them at will. Com- 
plete and self-contained, the outfit enables the merchant to 
take immedite advantage of such special conditions as bar- 
gain purchases, arrival of new stock, seasonal clearances, 
etc. And because the backgrounds are rich in appearance 
and symmetrical in shape, and the felt letters clean-cut and 
artistic, it is virtually impossible to produce anything else 
than a neat and attractive job. 

Poster Products, Inc., originators and producers of the 
Jiffy Window Trim Outfit, are pioneers in the production 
of felt letter material, having for years supplied some of the 
country’s leading stores with backgrounds, letters and special 
designs. Their address is 3208 Carroll Ave., Chicago. 
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a 
True to their Colors 


ART 
POSTER BOARDS 





Thirty-seven attractive shades 
in new 12 ply weight. 


Eighteen popular shades in 
new 8 ply weight. 


USE 
CRESCENT BRAND BOARD 


You will find shades, patterns, 
surface and body suitable for 
the most critical Artists. 


CHICAGO CARDBOARD COMPANY 
666 WASHINGTON BLVD. CHICAGO 


“Creators of unusual Cardboard Products”’ 

















DISPLAY S§ 


and EXHIBITS 
of 


EXCEPTIONAL 
DISTINCTION 


Our spacious quarters plus a thoroughly 
trained organization has placed us in a 
position to provide a DISPLAY SERVICE 
definitely in line with 1932 requirements. 
DISPLAYS and EXHIBITS that are 
modern, attractive, practical and reason- 
able in price. 

May we have the opportunity to advise and 
serve you on your DISPLAY PROBLEMS 
without obligation. 



















“a Ciicbas Builders 
of America, Inc. 


309 Spring Street New York City 
Telephone Walker 5-0357 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


Adv. Travel Message Signs 


Reliance Specialties Mfg. Co., Inc., 570 Lexing- 
ton Ave., New York City. 


AIR BRUSHES 


Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 


ARTIFICIAL FLOWERS 
rhe. Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


ARTIFICIAL PLANTS 


Chelsea Realistic Products Co., Inc., 807 Sixth 
Ave., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SETTINGS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, IIl. 

Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 

7 Adler-Jones Co., 651 S. Wells St., Chicago, 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BILLOW-PAK 
Kimberly Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson. Mich. 
— Bros., 19 N. Sheldon St., Chicago, 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill a 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COMPOSITION BOARD 


The Celotex Co., Palmolive Bldg., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Iil. 


CUT. OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—METAL 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 
Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 
The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 
Standard Fixture Co., 1112 Commerce St., Dallas, 


Texas. 
DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


mn. Y¥. 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
ba -4 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


DISPLAY RACKS—METAL 
Richmond Bros. Co., 177 Chestnut St., Newark, 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 


FABRICS FOR DISPLAY 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
Mendelsohn Fabrics Co., 1658 Broadway, New 
York City. 
Miracle Fabrics Co., 113 W. Forty-eighth St, 
New York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FIXTURES-MOULDED 
Schneider Bros., 19 N. Sheldon St., Chicago, 


Ill. 
FLOOD LIGHTS 
The Frink Corp., 369 Lexington Ave., New York 
City. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 


GELATINE SHEETS 


Rosco Laboratories, 367 Hudson Ave., Brooklyn, 
Ender Mfg. Co., 217 Grand St., New York City. 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
m.  e 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


LETTERING BRUSHES 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


MANNEQUINS 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, Ill. 

Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 

United Disn'ay Service, 440 So. Dearborn St., 
Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. 24th St., New 
York City. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 


St., New York City 
Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
POSTERS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


PLYWOOD 
Douglas Fir Plywood Mfrs., Skinner Bldg., 
Seattle, Wash. 
PRICE TICKETS 
Display Price Corp., 570 Lexington Ave., New 
York City. 
PROJECTORS—ENLARGING 
Brischograph Co., 92 E. Lakeview, Columbus 
Ohio. 
REFLECTORS—SHOW CASE 
The Frink Corp., 369 Lexington Ave., New 
York City. 
REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Dae Co., Inc., Aurelius Ave., Auburn, 
me ¥- 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
National Card, Mat & Board Co., 4318 Carroll 
Ave.. Chicago, III. 
Miller Paper Co., 80 Wooster St., New York 
City. 
SHOW CARD COLORS 


7s Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
~ L. Daily, Inc., 126 E. Third St., Dayton, 


The Wold Air Brush Mfg. Co., 2173 N. Calli- 
fornia Ave., Chicago, IIl. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 


Chicago, Ill. 
Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 
SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 
125th St., New York City. 


217 W. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 
Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 
TURN TABLES 
General Display Works, 145 W. Twenty-fourth 
St., New York City. ; 
VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
Pr sn York City. 
nceinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Rawson & Evans Co., 


710 Washingto a 
Chicago, Ill. — 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 
Art Jewelry Case Corp., 29 W. 15th St., 
York City. 
WALL BOARD 


The Celotex Co., Palmolive Bldg., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 


New 








DENNISON ANNOUNCES THE NEW 


DENNISON CREPE 


request of the Dennison Manufacturing Co., 


ingham, Mass. 


For many years, Dennison Crepe has been known the 


world over. 


Dept. E, Fram- 





Now, its famous qualities have been still further 


improved. It is 32 per cent stronger. It has a correct color 
range of forty-eight colors, which supply artistic and prac- 
tical combinations in almost endless variety. The shades of 
each color also blend one with the other in beautiful har- 
mony. 


The new packet has been cleverly designed to show the 


CUTOUT LETTERS 

J. S. Hambro, well-known Los Angeles display designer, 
is an enthusiastic user of cutout letters, 
striking display effects can be obtained. “Cutout letters play 
an important part in all my display work,” says Mr. Hambro. 
“Modern styled Redikut Letters save me much time, money 
and effort that I formerly put into hand-cut letters, especially 


with which such 





actual color of crepe paper at a glance, and at the same time 
give protection to the complete fold of crepe. 


ators select pleasing color combinations, 
pared a reference Color Guide. 


Dennison has pre- 
It will be sent free upon 


on small sizes. 
To help decor- 


I can now produce smart, attractive display 
cards easier and quicker, and best of all I can get better 
prices for my work.” 
the Kut-Bord Letter Co., 


Redikut Letters are manufactured by 


Los Angeles, Calif. 
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FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








ATTENTION, CARD WRITERS! 

Use COMIC FIGURES on cards or signs. 

TRACE ‘O” CHART is what you need. 

Semple and particulars, 25¢ postpaid. 
JOURNEAY 

1003 Fourth St. Orange, Texas 














LIFE SIZE NUDES 


For life classes and ateliers as sub- 


stitutes for the living model. May 
be airbrushed, painted, or mounted 
on cut-outs for displays, etc. Each 


photo-figure measures 22x64 inches, 
with complete figure in life size. In- 
troduced for the first time in this 
country. Write for agency proposi- 
tion. Sample, $3.50; two subjects for 
$6.00. Sent C. O. D. Express, only. 


WRITE “BOX 77” 
925 Broadway New York City 








Animated Display Attractions—New 
and used; sold, rented or exchanged. 
Turntables, Automatic Sign, Inter- 
changeable Price Numerals, etc. 
Write for illustrated catalog. 


GENERAL DISPLAY WORKS 
145 W. 24th St. New York, N. Y. 








LET’S EXCHANGE AND SAVE 
THE DIFFERENCE! 
Messmore-Damon mechanical Hindoo Man 
with Magic Fish Bowl—Large Clown Head 
Spinning Top—In good running condition. 
BRAGER-EISENBERG, INC. 
BALTIMORE, MD. 

M. Hartmann, Display Manager 
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A CHECK FOR 
$2,500.00 

What a window display contest; what an opportunity for 
creative displaymen, and what a thrill Bloomingdale Broth- 
ers, Inc.. New York City, must have received when they 
opened the letter postmarked Auburn, N. Y., and found a 
check for $2,500.00—the first prize in the recent Enna Jettick 
Window Display Contest. Many displays were entered, and 
the task of selecting the thirty-five best windows was ex- 
tremely difficult. 

The successful contestants follow: $2,500, Bloomingdale 
Bros., Inc., New York, N. Y.; $1,500, The Dayton Company, 
Minneapolis, Minn.; $1,000, Frederick Loeser & Co., Inc., 
Brooklyn, N. Y.; $1,000, M. Steinberg & Son, 961 Market 
Street, San Francisco, Calif.; $750, K & M Shoe Store, San 
Antonio, Texas; $500, Broadway Department Store, Los An- 
geles, Calif.; $500 Capwell, Sullivan and Furth, Oak‘and, 
Calif.; $500, S. N. Wolbach & Son, Grand Island, Neb.; $250, 
Bry’s, Memphis, Tenn.; $220, Joseph Kuhn & Company, 
Champaign, I11.; $250, Newman’s, Cedar Rapids, Iowa; $100, 
Albert J. Mansmann Co., East Liberty, Pa.; $100, Symons Dry 
Goods Company, Butte, Mont.; $50, S. Blondheim, Alexandria, 

a.; $50, Curtis Shoe Company, 31 Winter Street, Boston, 
Mass.; $50, The Dixie Store, Hobart, Okla.; $50, Gates Dry 
Goods Company, Fort Dodge, Iowa; $50, Graham’s, Eugene, 
Ore.; $50, Gail C. Grant Company, Painesville, Ohio; $50. J. 
W. Knapp Company, Lansing, Mich.; $50, McEwen, Halli- 
burton Company, Oklahoma City, Okla.; $50, Model Boot 
Shop, Spokane, Wash.; $50, Patton, Tilman & Bruce, Green- 
ville, S. C.; $25, Brown’s Bootery, Greenville, Ohio; $25, The 
Clothier, Kennewick, Wash.; $25, Falks La Grande Store, 
a Grande, Ore.; $25, The Famous, Braddock, Pa.; $25, M. 
Gardner, Cuyahoga Falls, Ohio; $25, Jahraus-Braun Com- 
pany, Broadway at Gibson Street, Buffalo, N. Y.; $25, Lide 
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and Brother, Camden, Ark.; $25, Livingstone Brothers, 
Clarksburg, W. Va.; $25, Albert S. Miller, Red Bank, N. J.; 
25, John Morganstern, Manchester, N. H.; $25, James J. 
Padden, Vancouver, Wash.; $25, S and L Company, Valley 
City, IN. D. 





NEW CURTIS SPOTLIGHT 


Curtis Lighting announce a new and more powerful spot- 
light which besides furnishing either white or colored light 
produces four distinct types of light control. The barrel is 
5% inches in diameter, 15 inches long and has a 4%-inch 
lens. A sliding socket wired with six feet of No. 14 asbestos 
covered stranded wire and separable plug is moved forward 
or back in the unit to change the spread of light. The spot- 
light is locked at the correct angle by turn screws on the 
trunnion yoke. 

Using 250-watt G-30 bulb medium screw base spotlight 
or floodlighting service lamp, it will produce concentrating 
beam of 4 or 6 degrees. At 4 degrees, the sharp spot is only 
8 inches in diameter with spotlight mounted 10 feet away. 
With this spread adjustable up to 24 degrees, the diameter of 
the spot from a distance of 10 feet increases to 48 inches. 
By the use of a special rippled glass slide included with each 
unit, the distribution of light instead of being sharply cut 
off, produces a soft spot with the greatest concentration in 
the center. The beam is then adjustable from 8 to 30 degrees. 
By using the special ribbed glass slide, also included with 
each unit, a rectangular beam of light is produced. This 
produces a horizontal or vertical band of light that can be 
adjusted by moving the lamp forward or back in the spot- 
light from 6 degrees by 30 degrees up to 24 degrees by 50 
degrees. 

Besides being more efficient than the ordinary spotlight, 
which has a smaller lens, the accessories for producing the 
very small spot, the soft spot or the rectangular horizontal 
or vertical bands of light give much flexibility to the unit. 
The rectangular beam control will be especially appreciated 
in stores, shops, salesrooms, conventions and exhibitions and 
automobile showrooms. It can be mounted so as to confine 
practically all of the light to signs, placards, posters, etc., 
without in any way indicating that a spotlight is used. Of 
still further interest is the fact that it is very reasonably 
priced. Additional details may be had by addressing Curtis 
Lighting, Inc., 1123 West Jackson Boulevard, Chicago, III. 





LIFE SIZE SANTA CLAUS 
IN FULL COLORS 

Christmas displays are truly “just around the corner,” and 
display managers in many of America’s leading department, 
chain and specialty stores are making their plans for Christ- 
mas displays, interior and exterior decorations. Jolly old 
Saint Nick will appear in countless displays, and one Saint 
Nick that is going to prove extremely popular in 1932 
Christmas displays has been produced by Display Paper 
Products Co., 560 West Lake Street, Chicago, III. 

Lithographed in ten colors, a faithful reproduction of an 
unusually fine oil painting, mounted on heavy cardboard 
with a special double winged easel, life size and medium 
size—30” by 66” by 19” by 40”—these two figures will smile 
at millions of Christrnas shoppérs from windows, ledges, 
counters and columns. The figures are so constructed that 
they will fold for shipping without bending or breaking, with 
the large Santa weighing, when packed, but nine pounds, the 
smaller Santa, but five pounds. Both figures are very in- 
expensive. 

A limited number of these attractive figures are available 
for immediate purchase. After the original stock has been 
exhausted no re-runs will be made. A colored circular show- 
ing the actual colors used in the life size figure will be sent 
on request. The smaller Santa, incidently, is more effective 
and less expensive than the usual stereotyped flitter sign 
“Tdeal Christmas Gifts.” 
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$f Per Copy 
5 Postpaid 


Order Your Copy Now! 


A Combined Text and Reference Book, 

Complete in Text—90,000 Words—More 

Then 450 Illustrations—Attractive, De 

Luxe Cloth Binding—Will Prove Its 
Value on Sight. 


BOOK ORDER BLANK 


The Display World Publishing Co., 
Cincinnati, Ohio. 

Gentlemen: Enclosed find money 
order for $5.00 for one copy of The 
Window DISPLAY MANUAL, by Jack 
T. Chord. Please ship at once to. 








SPECIAL COMBINATION OFFER— 
By adding $2.00 to the price of the 
bonk, a total of $7.00, we will include 
subscription to DISPLAY WORLD, 
either new, renewal or extention, a 
cash saving of $1.00. 
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A—We Display Our Merchandise the Best 
B—We Describe Our Merchandise the Best 


C—Our Display Environment is Complementry 


Of Successful Window Display Merchandising is 
Completely Explained In the 


WINDOW 
DISPLAY 
MANUAL 


Its fundamentals answer the question: “Are you, a displayman or mer- 
chant, capable of meeting the situation—and situation it will be—when the 
merchandise is the same, the use is the same and the price is the same?” 
When this condition exists, the job of selling will go to the display pro- 
fession; the profession that knows window display fundamentals. 

Are “YOU” going to be prepared to meet these new conditions ? 


























What the Display Authorities Say 


Carl H. Shank, Stix, Baer & Fuller Co., St. Louis, Mo.— 
“Many old-times could more firmly establish the 
courage of their convictions by a study of its pages.” 


Carl V. Haecker, Montgomery Ward & Co.— 
“The best book I have seen prepared for educating 
and assisting displaymen.” 


O. Wallace Davis, H. Batterman Co., Brooklyn, N. Y.— 
“T acclaim it by far the best and most helpful trea- 
tise yet attempted along this line of endeavor.” 


Barret Lyons, Hugh Lyons & Co., Lansing, Mich.— 

“It provides a point of departure for all of us and 
provides each with a better appreciation of the other’s 
problems.” 


G. A. Smith, National Display Counselor— 
“Chapters 8 to 19, containing the fundamentals of 
display, are worth the price of the book alone.” 


Clement Kieffer, Jr., The Kleinhans Co., Buffalo, N. Y.— 

‘“‘A quick perusal was all that was necessary to de- 
termine that this book will find a niche in every dis- 
playman’s library.” 











7T-ACCORDION PLEATED PANELS 


A New 
Attractive 


Inexpensive 
Display Material 


For sereens. panels. booths and entire 
backgrounds. 


COSTS LESS—than cloth or any other background or panel 
material. 

Made out of heavy chipboard. Easy to handle or work with. 
It is in the new mode of architectural design and lends that 
‘‘wanted depth effect” to backgrounds or panels. Lends 
itself effectively to light. They are the last word in ‘Mod- 
erne’’ or ‘Continental set-ups.”’ 

Any number of these sheets can be attached together as one 
for any length of background or booth. These panels fold 
like a screen or accordion, making shipping and re-using 
more practical than any other material, cloth or paper. 

A shears and pins are the only things necessary to make 
backgrounds of almost unlimited ideas. 

These panels come 7 feet high by 26 inches wide and will 
Patent No. 1,839,871 cover a space of about 20 inches wide. 























Stocked in the fol- 

lowing colors: 
Dark Green 
Light Green 
Yellow 
Orange 
Red 
Cerise 
Purple 

| Dark Blue 

| Light Blue 

Black 

| Silver 


Gold 








PRICE 


FAN BACKGROUND | rs OD qe 


Different, attractive, this unique back- 
ground consists of 6 accordion panels at- 
tached together and placed in receptacle A Men's Wear window showing a 
wood-holder, illustrated, spreads 10 feet, height 7 feet. 
A complete background for any display of merchandise 











| per panel 26”x7 ft. | 





clever arrangement of four accor- 


—just set :t in the window. No tacking—no hammer- dion pleated panels. Any number of attrac- 
it frame to build. This fan stands of its own tive decorative effects may be had by simple 
Price complete in any color............... $6.75 cutting of the top edge. 
WRITE TO NEAREST DISTRIBUTOR 
CHICAGO, ILL. PHILADELPHIA, PA. BUFFALO, N. Y. MILWAUKEE, WIS. 

Schack Artificial Flower Co., Display Center of Philadelphia, Windo-Craft Display Service, Stefan, Inc., 
319 W. Van Buren St. 319 N. 11th St. 376 Pearl St. 1920 W. Vliet St. 

NEW YORK, N. Y. KINGSTON, PA. CLEVELAND, OHIO SAGINAW, MICH. 
Dis-Play-Well, Inc., Rileigh Window Disp. Service, Joseph Korach & Co., Don C. Stephenson, 
23 E. 22nd St. 829 Anthracite Ave. 310 Lakeside Ave., N. W. 106 S. Hamilton Ave. 


LOS ANGELES, CALIF.—Parmley Window Display Service, 1220 W. Pico Street 


DISPLAY PAPER PRODUCTS CO., 560 W. Lake St., CHICAGO—PATENTEE and MAKER 











